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With audiences small and large, risual interpreta- The Latest Special Devices 
tions are most effective. It is the function of The for Personnel Training 
Jam Handy Organization to help outstanding 
\merican business leaders design visual aids to help 
get ideas across, and to help get them used with 
the greatest effectiveness. 
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Out of 103,537 lines of advertising used by Walgreen’s in Cincinnati newspapers in 1953, 
how many didn’t the Cincinnati Times-Star carry? Just 955. 46 years of leadership. 
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Newspaper 
ads sell 
round-the- 
world tours 


Last summer, Raymond-Whitcomb, 
New York travel agency, decided to 
renew its round-the-world cruises, dis- 
continued since the war. 


“We were faced with the problem of 
reaching both the leading travel agents 
of the United States and Canada, and 
the greatest possible segment of pros- 
pective travelers,” says the agency’s 
managing director, John Dele}. 


To accomplish this, two-thirds of Ray- 
mond-Whitcomb’s newspaper budget 
was allocated to The New York Times. 


As a result, Mr. Delej reveals, the 
agency’s first post-war tour left Febru- 
ary 17 on the Queen Elizabeth .. . “due 
to bookings which can be traced to The 
New York Times. 


“Of course it is an old story that The 
New York Times is the daily working 
tool of the travel industry due to its 


comprehensive coverage of travel 


news and the traditional practice of 
travel agents to announce their impor- 
tant programs in its pages.” 


Basically, travel advertisers are no 
different from other sellers of goods 
and services. They want to reach a se- 
lective audience of people who want 
to buy, and will buy. 


And because New York Times readers 
buy more of what they see in The 
Times, advertisers have made The 
New York Times first in advertising in 
the world’s first market for 35 years. 


The New York Times 


NEW YORK, BOSTON, CHICAGO, DETROIT, MIAWI 
LOS ANGELES, SAN FRANCISCO, TORONTO 
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ADVERTISING 


Using Advertising as a Sales Tool — No. 7 in a Series 
This Ad Gave Prospects, Salesmen 
Opportunity to Get Acquainted 


By Bernard Dolan, Manager of Sales, Peter A. Frasse and 
Co., Ine. 


FAIR TRADE PRICING 


Adventures in Shopping — 
The Discount Houses, No. 3 in a Series 


GENERAL 
Has the Chlorophyll Wave Collapsed? 


Iwo years ago 1,000 products were riding a grecn .de to 
$100 million combined annual sales. Now 150 of them—no 
longer including “tcilet paper and bed sheet hoys’’—are plug- 
ging ahead on saner claims. Sceme scientists sec a much wider 
opportunity for chlorophyll tomorrow. 


By Lawrence M. Hughes, Special Feature Editor 


INTRODUCING A NEW PRODUCT 
He Was Given the Brush-Off 


No cne wanted to make and market 28-vear-old Robert Grace's 
new specialty tools. So he built a sales organization and now 
it's easy to get tools custom manufactured. How did he recog- 
nize the market potential when others failed to see it? 


By Edgar C. Hanford 


MANPOWER 


What Keeps a Sales Force Bouyant, 
Loyal and Productive? 


President Frankel of Heleproof wraps up his answer in one 
phrase: “A fair shake.” He believes in security, incentive, 
vigcrous suppert from the home office on field problems. And 
when his men feel like talking, he knows how to listen. (Part 
II of an arcicle in two parts) 


By David J. Atchison 
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MARKET RESEARCH 


If You Want Lower Sales Costs, 
Pin Down the Facts on Potential! 


Do you sell to industry? And are you still operating without 
specific knowledge about where you have the best opportunities 
to make the biggest sales at the lowest cost-ratio? Here is the 
story of how one firm has successfully blueprinted its markets. 
By T. Stanley Gallagher, Director of Marketing Research, 
Ball Brothers, Inc. 


MARKETING A NEW PRODUCT 


Presto! 

Here's Pream 
Intensive market-by-market introductions — dramatized by 
teaser “suspense,” fast-moving premieres and_ hard-hitting 
local campaigns—create national distribution and advertising 
for M&R’s powdered “dairy miracle.” 


PACKAGING 


New Packages Put New Life into 
C and H Sugar Sales Story 


More “sell” and higher functional values built into cartons 
and bags for products of California and Hawaiian Sugar 
Refining Co. provide the salesmen with excellent reasons why 
grocers should give the line strong point-of-purchase support. 
By Robert I. Herndon, General Sales Manager, California 
and Hawaiian Sugar Refining Co., Ltd 


SALES AIDS 
Auditorium on Wheels . . . 
It's Armstrong Cork Company’s “Merchandising Motorcade,” 
on an eight-month tour to present modern resilient floor and 
wall merchandising techniques to 25,000 flooring dealers in 


144 cities in 46 states and D.C.—the most comprehensive pro- 
gram ever initiated by the company. ak Fete 


SALES MEETINGS 
Ideas for "Reps" Sales Meeting 


If you think your company is too small to afford the cost of a 
national sales meeting, see what Stow did for its 13 agents 
and two salesmen. These ideas are thought-starters. 
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10,801 
Advertisers 
Can't be 
Wrong! 


@ 10,801 Advertisers placed prod- 
uct descriptive advertising in 
1954 Annual Edition of Thomas 
Register. This astonishing adver- 
tising patronage far exceeds the 
number of advertisers using all 
other industrial media combined. 


This record trend to T. R. is 
quickly summarized in the re- 
marks of one of our advertisers— 
“The steady stream of high qual- 
ity inquiries, the kind that result 
in sales, is our reason for placing 
Thomas Register at the top of 
our list.” 


You can get the facts about 


this low cost way of securing 
sales producing inquiries, from 
a Thomas Register representa- 
tive. Write or call him now for 
the 1955 Edition. 


The Only Paid Circulation 


THOMAS 
REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. Y. 


, mine name 
in South Africa EXECUTIVE OFFICES, 386 Fourth Avenue, 


New York 16, N. Y. LExington 2-1760 


Somebody mentioned our name even 


down there. Here’s how we found out: MECHANIZDTION // 


EDITORIAL 
A young South African engineer . CZF ve cases. Philip Salisbury 
knocked on our door one day. He was A, 


here to study American coal mining SPECIAL FEATURE EDITOR. Lawrence M. Hughes 
methods, and told us his boss had asked SENIOR ASSOCIATE EDITOR........Alice 8. Ecke 


. “ ” f ) fn’ ASSOCIATE EDITORS.... Harry Woodward. 
him to “come and see you people. | WN Philip Patterson, Lester B. Colby 


CHICAGO EDITOR... .......David J. Atchison 
Why 9 WASHINGTON EDITOR....... Jerome Shoenfeld 
1y us. ROVING EDITOR................... A. G. Mererik 

are , ee CONSULTING ECONOMIST. Peter 8. B. Andrews 
Well, he figured any publication good enough to be oa meee..........................aa toe 
quoted in Parliament must be backed by highly responsible PRODUCTION MANAGER .....Mary Camp 


; 6 ASS'T. PRODUCTION MANAGERS 
and well-informed persons. Aileen Weisburgh, Virginia New 


7 EDIT. ASSISTANT Judith Recht 
MECHA N/ZATION 7.7 Somehow our name is men- READERS’ SERVICE BUREAU......H. M. Howard 


tioned in a lot of places, foreign ADVERTISING SALES 
and domestic, where we are SALES MANAGER... John W. Hartman 


= looked upon as authorities on SALES PROM. MGR. Christopher Anderson 
=! ASS'T, PROM. MGR........ ....Madeleine Roark 
PRODUCTION DEPT. Ellen Knauff, Patricia Simon 


: ic a FIELD MANAGERS 
Whatever authority we NEW YORK 16. N.Y. (386 Fourth Avenue, 
W. 


P cisia LExington 2-1760): Merril V. Reed, 
possess comes from our 17 years Dunsby.. Wm McClenaghen, date Geen, 

of experience serving the entire industry. Now we have 4 oh, SONS V. Uae. 
publications: MECHANIZATION (for mine operations); UTILI- oe 2-llehe C E. tonien hn. eh 
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modernization); and COAL INDUSTRY PURCHASING MANUAL 20612}: Warwles $. Carpenter. 

(which more or less describes itself). SUBSCRIPTIONS 


~~ DIRECTOR ae 
We've come to know more coal SUBSCRIPTION MANAGER... 


00 ; Canada, $9.00; Foreian $10.00 
men and coal users than anybody. ee ee een —-* 
We know a great deal about produc- SALES MEETINGS 
tion methods, preparation tech- (quarterly, Part 11 of SALES MANAGEMENT); 
‘ : ; editorial and production offices: 1200 Land Title 
> nique, transpor- Bidg., Philadelphia 10, Pa.; Philip Harrison, Gen- 


R. E. Smallwood 
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tation, stockpil- [yf srrasezaniey eral Manager; Robert Letwin, Editor. 


ing, combustion OFFICERS 
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How ONE newspaper. . 
The Sanday Milwaukee Vournal 
Qovers Wisconsin Homes 


90°% coverage in the Milwaukee ABC 


City Zone .. . 73% of all homes in 


BAYFIELD 


the 11-county Retail.Zone . . . 20% 


to 90% in each of 39 counties*. 


BURNETT JWASHBURN 


MARINETTE 


28 


LANGLADE 


31 
CHIPPEWA | 

10 OocoNntTo 
MARATHON SHAWANO 19 


EAU CLAIRE 24 21 100 Mile Zone 


9 
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PORTAGE WAUPACA 
wooo 
38 = foutacamie| PROWN | 25 


BUFFALO yea 34 32 38 33 


REMPEALEAU 16 


WAUSHARA 


UUNEAY 
20 17. ot . = ABC Retail Zone 
25 Ane 
30 
* These 39 counties 


KEY TO % ~ 


HOME COVERAGE cotumsias have 73% of all 
nicucanpy * 4 4 * 31 to opcG Wisconsin’s 


12 19 e population, 77% of all 


" : 
~~ 40% and Over consumer income, 
1Oowa wwe §6ocaand 76% of all 


10 3 70 retail sales. 


20% to 39% 


LAFAYETTE a 
tO KENOSHA 


9 37 


Powerful Coverage of Wisconsin Retail Centers 


70% of all homes in 15 cities over 25,000 62% in 39 cities of 2,500 to 5,000 
60% in 12 cities of 10,000 to 25,000 po of all urban homes in Wisconsin 


66% in 21 cities of 5,000 to 10,000 ® of all homes in 89 towns of 1,000 to 2,500 


THE SUNDAY MILWAUKEE JOURNAL 


Wisconsin's Most Complete Single Medium Coverage for a State-Wide Selling Job 
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Eldon P. Reising, Pres., Indiana Wholesalers, 
inc., Evansville, ind. “We carry only na- 
tionally known lines continuously ad- 
vertised in BSN. BSN is as much of a 
silent salesman as our catalog.” 


M. L. McCreery, V.P., Michigan Wholesalers, 
inc., Jackson, Michigan. ‘Advertising in 
BSN helps to pave the way for both 
manufacturers salesmen and our Sales- 
men to do a better job. 


Ben L. Johnston, Gulf States Plywood Co. 
New Orleans, La. “| recommend that 
manufacturers use BSN to support 
their and our sales efforts... BSN is the 
outstanding publication in its field 


John G. O'Malley, Jr., Gen. Mgr., Malico 
Distributors, Phoenix, Arizona. ‘We concen- 
trate on advertised merchandise, and 
appreciate help progressive manufac 
turers give us by advertising in BSN 


TELL 


YOUR 


L. P. Kiug, Mgr., Reserve Lumber Co., Cleve- 
land, Ohio. ‘‘The advertising support by 
manufacturers in BSN is of inestimable 
value in helping us present products to 
dealers forcefully and intelligently. 


H.W. Sparks, Pres., Lumberyard Supply Co., 
St. Louis. ‘‘We give preferential consi- 
deration to products advertised in pub- 
lications like BSN. 8SN gives dealers 
information they need and look for. 


BEST 


STORY 


Earney J. Thompson, Ventura County Whole- 
sale Supply Co., Ventura, Calif. ‘‘Descrip- 
tive advertising by manufacturers helps 
make BSN a must for every retail and 
wholesale dealer. It is very essential.”’ 


Charles Folsom, Pres., Bass and Company, 
Inc., Hopkinsville, Ky. ‘‘We most appre 
ciate the advertising support our man- 
ufacturer suppliers put behind our 
sales efforts with their ads in BSN. 


BEST IN 


Spenser N. Havlick, Pres., Wisconsin Whole- 
salers, Inc., Green Bay, Wis. ‘‘We have 
gone out of our way to recommend BSN 
to our suppliers, and with marked suc- 
cess. It’s an outstanding publication.” 


E. E. Hively, Pres., Material Supply Co., 
Springfield, tli. “BSN is a very important 
part of our business. Information we 
and our dealers need comes from its 
articles and its advertising.” 
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“We prefer to carry products 
continuously advertised in... 


BUILDING SUPPLY NEWS" 


Wholesalers who are on your “firing line’? know the importance of 
advertising to their dealer trade through BSN. They know this adver- 
tising means quicker product recognition and acceptance by dealers... 
plus sharper interest and preferred attention from wholesalers’ salesmen. 


> WHOLESALERS KEEP ON SAYING... 


Here’s a typical report: “When you advertise regularly in Building 
Supply News you keep creating a good opinion for your product. 
Then it’s easier for wholesale salesmen to talk to dealers...and to 
sell them your product.” 


*k WHY THEY PREFER BSN... 


Leading wholesalers who live with their dealer customers single out 
BSN as the preferred lumber and building material dealer publica- 
tion for many reasons. Firms like those pictured here say they ‘‘see 
BSN in every dealer’s office we go into.”” Moreover, they and dealers 
alike consistently report profitable results from their regular reading 
of BSN’s merchandising-packed pages. 

The wholesalers’ comments on these pages provide specific evi- 
dence of the benefits delivered to manufacturers whose products are 
consistently advertised in BSN. 


* BSN is Ist... because: 


1. It sparkles editorially. 

2. It has intensive readership. 

3. It reaches the greatest jobber 
and dealer buying power. 

4. It gets best results for advertisers. 


BUILDING 


SUPPLY NEWS 


5 South Wabash Avenue « Chicago 3 
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Is making sales like driving nails? We think it may be. Both 
are the result of the right impact—at the right place—at the 
right time—with the right amount of power. 


Just as you can, after a fashion, drive a nail with a rock or the 
heel of a shoe—you can get sales by putting salesmen to work 
“cold-calling”, “lobby-sitting”’, “plant-prowling’’. But all are 
time consuming, inefficient and expensive. 


There's a better way. To drive a nail—use a hammer. To make 
sales—use the proved N.E.D. selling-action. N.E.D. is a sales 
tool that does produce worthwhile inquiries—does produce 
more sales—produces them faster at low cost. 


Here’s the handle to this time-proved sales tool. It’s a new file 
of facts on how N.E.D. helps stir up sales in over 42,500 
plants of all kinds and types. 


This new brochure gives you information about how N.E.D. 
keeps up with the changes and continuing growth in all 
industries ... tells you who reads N.E.D. and what they look 
for in it... analyzes markets reached by N.E.D.... brings you 
reports on reader response and buying action from N.E.D. 
advertising ... furnishes data on how you can use N.E.D. to 
help make sales in the face of today’s tough competition. 


You'll find the information valuable—so, ask for your copy of 
this new brochure today. 


70,000 COPIES (Total Distribution) 210,000 READERS in over 42,500 PLANTS 


A PENTON PUBLICATION 
1213 West Third Street, Cleveland 13, Ohio 
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LETTERS 
TO THE EDITORS 


WHAT WE SAY TO SALESMEN 


I have read with interest Gene Whit 
more’s article, “Listen to What We Say 
to Salesmen!” (SM, July 1, p. 40). 


I think it is well done, much to the 
peint with a lot of meat. As a matter of 
fact it brought me up short, even though 
most of the messages to our salespeople 
are sent by our branch managers and our 
sales manager. However, because of my 
great interest in sales I do get “out of 
bounds” every once in a while and I 
think I have been guilty of seme of the 
things Gene is talking about 


I think there is no question but that 
too many of us resort to evangelism. But 
evangelism does make a lot of converts 
to religion and a lot of sales in business. 
I remember Billy Sunday very vividly. 
As a matter of fact, as a cub newspaper- 
man I reported a number of his “Saw- 
dust Trails’ meetings. At every one of 
his meetings he sold a whale of a lot of 
customers. I admit that a proportion ot 
them (in many cases too high a propor 
tion) didn’t stay sold but in my book he 
was still a great sales manager. 


Herbert Metz 


Eastern District Manager 
Gravbar Electric Co., Inc. 
Long Island Citv, N.Y 


: Eugene Whitmore’s article is in 
teresting. However, he seems to be argu 
ing with himself. All the faults he men- 
tions are often essential ingredients in a 
sales campaign. It is all a matter of 
“emphasis.” A good sales manager is a 
fellow who can maintain an attitude of 
“continuous aggression” on the part of 
his men. The technique to accomplish this 
function depends on the mental caliber of 
the men working for him... . 


The same old selling cliches, which are 
fundamentally right, will continue to 
work. You must remember that we are 
educating a brand new bunch of ama 
teurs every year and what may be “old 
stuff” to us is “brand new” and a shining 
inspiration to them. Remember, they are 
still ringing the church bells every Sunday 
morning, and the ringing produces re- 
sults despite the fact that this has been 
going on for a long time. 


Philip J. Kelly 


Vice-President and Managing Directo: 
Chivas Brothers Import Corp. 
New York, N.Y. 


WOMEN BELONG IN SEC CLUBS 


I think Harry White’s arguments are 
way off base. He sounds to me like a 
misogynist and is probably the kind of 
guy who still thinks women’s place is in 
the kitchen. [Readers will remember that 
in our May 20 “Letters” column Mr. 
White, who is executive secretary of the 
New York Sales Executives Club, took 


SALES MANAGEMENT 


Here’s What You’ve Needed for 


a Long Time - - - + -TO MEASURE SALES 
POSSIBILITIES 


\ +++ TO ESTABLISH 
SALES QUOTAS 


AMERICAN ARTISAN now offers manufacturers 
and agencies in the warm air heating and resi- 
dential air conditioning field this new book, 
“How America’s Homes Are Heated.” 


The book (58 pages) supplies basic data on the 
heating characteristics of the nation's homes, and is 
obtainable nowhere else. State by state, it enables 
you to see the sales possibilities for your product... 
gives you authentic information upon which. to base 
sales quotas. 

It shows how single and multiple-family 
dwelling units are heated. It breaks down types of 
fuel used — coal, gas, oil — and relates them to 
types of heating systems. It shows the great strides 
made by warm air heating during a 10-year period. 

The data, based on the 1950 Census of Hous- 


This new book is a successor 
to ‘‘The Residential Heating 
Market'’ published by 
Keeney 10 yeers ago which 
was based on 1940 Census 
figures. For hundreds of 
manufacturers it served as a 
sales bible. Certainly every 
one who directs warm air 
heating sales can profit 
greatly by having “The 
Residential Heating Market." 
No publisher has ever made 
© greater contribution to the 
field it serves. 


This invaluoble S58-page book is free, one 
copy fo each company serving the warm air 
field, and one copy to each agency with 
clients in the field. Duplicate copies are 
$10.00 each in any quontity desired. 


ing, were assembled from special, exclusive 
tabulations made by the Census Department for 
AMERICAN ARTISAN. 

This comprehensive work has been compiled 
as a service to the industry The ARTISAN covers. 
To control its distribution, we have reserved one copy 
FREE for each manufacturer and advertising agency 
connected with the field. Additional copies, and 
copies for anyone outside the industry, $10.00 each. 


Here is a rare opportunity to have in your 


office a complete, factual, statistical picture of the 


whole residential heating, air conditioning market. 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 


CLEVELAND + LOS ANGELES 
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NUMBER OF 
SALESMEN ON 
SALES STAFF 


INSTRUCTIONS: 
1. Locate the number of salesmen on your present 
or intended staff in the left-hand column. 


2. Locate the minimum number of times your ac- 
count buyers should be called on annually. 


The top figure in each square represents the total 


number of different “accounts” customers and/or 
prospects your salesmen can handle (based on one 
hour's selling time per account). 


The lower figure in each square represents the total 
number of different “individuals” your salesmen can 
contact (based on twenty-minute interview time with 
each person). 


AC = accounts 


IND =individvals = How often do you want your accounts contacted per year* 


2 3 4 5 6 7 9 10 
488 325 244 195 163 139 108 98 
1464 975 732 585 489 417 324 294 


976 651 488 390 325 279 217 195 
2928 1953 1464 1170 975 837 651 585 


1464 976 732 586 488 418 325 293 
4392 2928 2196 1758 1464 1254 975 879 


1952 1301 976 781 651 558 434 390 
5856 3903 2928 2343 1953 1674 1302 1170 


2440 | 1627 | 1220 976 813. | 697 542 488 
7320 | 4881 | 3660 | 2928 | 2439 2091 1626 | 1464 


2928 1952 1464 1171 976 837 651 586 
8784 5856 4392 3513 2928 2511 1953 1758 


3416 2277 1708 1366 1139 976 759 683 
10248 6831 5124 4098 3417 2928 2277 2049 


3904 2603 1952 1562 1301 115 868 781 
11712 7809 5856 4686 3903 3345 2604 2343 


4392 2928 2196 1757 1464 1255 976 878 
13176 8784 6588 5271 4392 3765 2928 2634 


4880 3253 2440 1952 1627 1394 1084 976 
14640 9759 7320 5856 4881 4182 3252 2928 


9760 6507 4880 3904 3253 2789 2169 1952 
29280 19521 14640 11712 9759 8367 6507 5856 


14640 9760 7320 5856 4880 4183 3253 2928 
43920 29280 21960 17568 14640 12549 9759 8784 


19520 13013 9760 7808 6507 5577 4338 3904 
58560 39039 29280 23424 19521 16731 13014 11712 


24400 16267 12200 9760 8133 6972 5422 4880 
73200 48801 36600 29280 24399 20916 16266 14640 


29280 19520 14640 11712 9760 8366 6507 5856 
87840 | 58560 43920 35136 29280 25098 19521 17568 


34160 | 22773 17080 13664 11387 9760 7591 6832 
102480 | 68319 51240 40992 34161 29280 22773 20496 


39040 26026 19520 15616 13013 11155 8675 7808 
117120 78078 58560 46848 39039 33465 26025 23424 


43920 29280 21960 17568 14640 12549 9760 8784 J 
131760 87840 65880 52704 43920 37647 29280 26352 


48800 32533 24400 19520 16267 13943 10844 9760 
146400 | 97599 73200 58560 48801 41829 32532 29280 


2 
3 
a 
5 
6 
7 
8 
9 


*On the assumption that a salesman will contact his accounts at least twice a year, 
the above computation starts with a minimum of 2 calls and continues to a possible 12. 


SALES MANAGEMENT 


Your Saleemen Handle? 


Obviously, any analysis of the number of 
productive hours a salesman puts in per day 
... Or per year. . . is subject to variables. 
But authentic surveys reveal that the in- 
dustrial salesman—the man whose product 
sells to business and industry—handles an 
. that, on the 
average, there are three persons in each com- 
. and that 
he can only spend 50% of his working time 


average of 488 accounts . . 
pany who should be contacted . . 


across the desk from customers and prospects. 
Accepting this data as a base, the check 
chart on the opposite page provides a yard- 
stick for measuring the maximum annual 
calling power of your sales staff, in terms of 
customers, prospects and individuals. 


ADVERTISING MULTIPLIES SALES POWER 


Calling power is, of course, the determining 


factor in producing orders. And when this 
personal “calling power” is supplemented 
with, and supported by, consistent product 
advertising, the productivity per man is 
bound to be increased . . . 


BECAUSE: Advertising presells the buying 
influences . . . maintains continuous contact 
. conditions prospects . . . permits the 
salesman to concentrate more of his valuable 
time and specialized ability on the job of 
making the proposal and closing the sale. 
More specific information on the industrial 
salesman’s working time—plus a file size copy 
of this chart for measuring his calling power— 
is available in our 8-page booklet titled: ‘How 
Many Accounts Can Your Salesmen Handle?”’ 
Ask your McGraw-Hill man, or write us, for 


a copy. 


APPLY ADVERTISING... HERE 
Sound and consistent Product Ad- 
vertising is the best, quickest and 
cheapest way to accomplish the 
preliminary steps in building an 
order. a. ‘ae 


as 
4 ! 

2. ¥ 
AROUSE ae 
INTEREST smal 


CREATE 
PREFERENCE 


METHODS CHART for increased sales power 


SPECIFIC 
PROPOSAL 


FOR GREATER PRODUCTION...HERE 


KEEP CUSTOMERS 
sos! |. 
CLOSE THE el 


ORDER 


With ADVERTISING functioning properly on Steps 1-2-3 the 
salesman can concentrate more of his valuable selling time 
on the important job of producing finished orders. 


“MCGRAW-HILL PUBLISHING COMPANY, INC. 
ABP 330 WEST 42nd STREET, NEW YORK 36,N. Y. @ 


McGRAW-HILL 
ae BUSINESS 


HEADQUARTERS FOR BUSINESS INFORMATION 


JULY 15, 1954 


SAN Diéco «BI 


Two years growth of a typical San Diego suburban development. 


POPULATION 


Providence, R. I. . 
Denver, Colorado 


Miami, Fla. . 


Indianapolis, Ind. 
San Antonio, Texas 
Rochester, N. Y. . 


Akron, Ohio 


Salt Lake City, Utah 


704,500 
669,700 
652,300 
393,400 
536,400 
515,300 
437,100 
300,400 


SAN DIEGO, catirornia 720,100 


Data Copyrighted 1954 Sales Management, Survey 


= 20. 
THE MOST : 
IMPORTANT CORNER 


\ 
\ * IN THE U.S.A. 
= 
Sen 
SAM DIEGO \ 


CAL Otwia 


San Diego Union 
and 
EVENING TRIBUNE 


of Buying Power; further reproduction not licensed. 


San Diego is a mighty-market 
— twenty-third in the nation — 
worth over a billion dollars — 
and reached best by the 
SATURATION coverage of 
the San Diego Union and 
Evening Tribune. 


REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. 


LETTERS 


the stand that women should not be al- 
lowed membership — The Editors.) The 
percentage of good hunting and _ fishing 
companions and dinner companions is 
just as good among women as it is among 
men and I think Harry's thinking is 1892 
instead of 1954. He’s the kind of guy who 
voted against women’s suffrage 


The great majority of women. sales 
xecutives IT have met fail to conform 
with his designation of them as “gargovles 
who abuse the natural prerogatives of 
their sex,” which to sav the least is a hell 
of a statement in this dav and age 


Incidentally, I don’t think Harry would 
like to have the vast female purchasing 
power of the United States know what 
the Executive Secretary of the New Yorl 
Sales Executives Club thinks of womet 


in busimess 


Jonas HH Mave 


Vic President 
American Linen ‘ 
740 North Rush St: 


. " 
Chit vo, al 


WHAT TO DO WITH DISCOUNTERS 


{ have read with interest vour Adven 
tures in Shopping—the Discount Houses 

his every-issue series began June 15; 
installment 3 will be found on page 58 
this issue 


\ good portion of our merchandise is 
sold through wholesalers who in’ turn 
supply the discount houses. Whenever we 
find a wholesaler who is continuing to 
sell our merchandise to discount houses 
we cut him off our list. At the moment we 
are considering coding every package 
which we ship in such a manner so we 
will be able to trace anv of our products 
sold in a discount house back to the 
wholesaler who sold it. While this is 
going to be an expensive procedure, we 
think it will be worth-while 


The significant fact about the discount 
heuses in the areas where they flourish 
is that it is precisely in those areas where 
consumers can buy our products at a low 
price that they buy the least per capita 
In other words, promotions are necessary 
in order to sell merchandise at a local 
level. The decline in sales the small ap 
pliance manufacturers have experienced 
this spring may be dve in large part to 
the stultifving effects on sales of the dis 
count houses 


It may be that our present fair trade 
laws are inadequate, and that instead of 
insisting that manufacturers police their 
own fair-traded prices this function could 
be taken over by local retailers—some 
thing along the lines of the operations of 
local Better Business Bureaus. It may be 
also that the discount houses are headed 
for oblivien as volume drops and as no 
further public interest in the items they 
sell is being generated at a local level. 

FE. A. Kraemer . 
Senior Vice-Pres. in Charge of Sales 
West Bend Aluminum Co. 
West Bend, Wis. 


(Continued on p. 16) 
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In Chicago, it takes 2—- 


( 


to collect 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


~s CHICAGO 
> 


=/SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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With CBS Radio 


Spot Sales assisting . JIEwe ry 
operation isa 
success! 


With our help, you can operate with a sure and 
steady hand in thirteen of your most crucial areas. 
We'll provide you with everything you need to come 
through brilliantly... 


THE RIGHT MEDIUM: In these areas 
—thirteen of the nation’s biggest markets—you'll find 
31% more radio families today than in 1947, before 
television. And family ownership of radios has in- 
creased 71% during the same period. And radio set 
sales are running 166% higher than television set 
sales. Radio’s the right instrument for the most deli- 


cate—or the toughest— operation! 


THE RIGHT STATIONS: Our thirteen 
stations command more than 36% of the nation’s 
total population...more than 38‘. of the nation’s 
retail sales. And each station delivers the biggest 
average share of audience in its area, day and night 
year after year after year! In radio, the stations we 


represent represent radio at its best! 


THE RIGHT REPRESENTATIVE: 
We're an outfit of 88 full-time radio people, includ- 
ing the largest research and promotion departments 
in the spot business, so that our account executives 
can give you all the answers all the time ...can pre- 
scribe the right availabilities for the right kind of 


sales results in every one of the thirteen markets. 


Call us in for consultation about your operation, 


won't you? Maybe we can be a real lifesaver. 


CBS RADIO SPOT SALES 


Representing: WCBS, New York—W BBM, Chicago—KNX, Los Angeles 
WCAU, Philadelphia~KCBS, San Francisco—KSL, Salt Lake Cit) 


WCCO, Minneapolis-St. Paul-W BT, Charlotte-WMBR, Jacksonville 


WEEI, Boston—WRVA, Richmond—WTOP, Washineton—KMOX, St 
Louis—Columbia Pacific Radio Network and Bonneville Radio Network 


All sources on request. 


Prominent Users of Strathmore Letterhead Papers: No. 111 of a Series 


The Shelburne, Atlantic City, N. J.. whose 
tower and spire form a familiar landmark 
in America’s popular seashore resort 


QUALITY 


is @ permanent guest! 


This is a year of more than usual festivity in Atlantic City. While 
the popular resort celebrates its own Centennial and the Electric 
Industry's Diamond Jubilee of Light, the renowned Shelburne cele- 
brates its own 85th vear of hospitality and service. Ideally located 
in the very heart of the famous boardwalk, The Shelburne is one 
of the most distinguished resort hotels, noted for the luxury of its 
appointments, cuisine, and service. 

Indicative of its belief that only the finest will do. The Shelburne 
provides the same quality Strathmore stationery for its guests as 
that which it has long used for its own impressive business letterhead. 
Your own letterhead, on a Strathmore Paper, will convey a similar 
message of prestige through your correspondence. Ask your sup- 
plier to show you samples of your letterhead design on Strathmore 
papers, and see for yourself the improved appearance achieved 
through Strathmore craftsmanship and quality. 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment. Strathmore Script, Thistle- 
mark Bond, Alexandra Brilliant. Bay Path Bond, Strathmore Writing. Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield. Mass. 


NEW STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin. Strathmore Bond 
Onion Skin, Strathmore Bond Air Mail. Strathmore Bond Transmaster. 


STRATHMORE 


MAKERS OF FINE PAPERS 
Strathmore Paper Company, West Springfield, Massachusetts 
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LETTERS 


ONE PROFESSIONAL SALESMAN 
TELLS ANOTHER 


Re Walter Maytham’s article (“He's a 
Big League Salesman,” SM, July 1, p. 
56), I do not believe that a professional 
salesman should find it necessary to “ask 
himself a thousand questions a day and 
dig out the answers to most of them.” He 
would be living in a state of anxiety. | 
believe that the professional salesman has 
his knowledge organized like the profes- 
sional golfer. He has his swing in a 
groove. This leaves him free from the 
anxiety of his technique and gives him 
time to observe as he walks along one 
fairway the slope of the ground on the 
adjoining one. 


Because the professional salesman has 
acquired the fundamentals of selling and 
has his knowledge organized, he is men- 
tally poised and at ease. He studies the 
reaction of his prospect. His presentation 
is developed from his knowledge of his 
business, of his prospect’s need, and 
shaped to follow the product’s acceptance 
or rejection by an indescribable sixth 
sense as a result of his experience. .. . 
I don’t think that a salesman should have 
to ask himself what to do in certain cir- 
cumstances any more than the profes 
sional golfer should have to ask himself 
how to stand when his ball is on a down 
slope or an up slope. 


John M. Wilson 


Vice-President, Sales 
Phe National Cash Register Co. 
Davton, Ohio 


FOLLOWING UP INQUIRIES 


We certainly appreciate the effort you 
have put forth to help us with our inquiry 
follow-up problem. Thank you very much 
for running my letter in your “Letters” 
column (SM June 15, p. 16) and for giv- 
ing us the answers your subscribers have 
sent you. 


The accumulation of ideas we are get- 
ting on this subject points to one specific 
system, which we have just about made 
up our minds to adopt—the use of a 
Postal Guide or other book of that nature, 
and a revisiof in our distributor file to 
conform to the new system. We like Mr. 
Grundy’s idea of writing the distributor's 
name directly into the book once it has 
been looked up. Over a period of time 
this will tend to eliminate the second step 
in our process, 


Robert C. Gloss 


Barber-Colman Co. 


Rockford, Ill. 


In addition to Mr. Grundy of 
Remington Kand, Inc., SM is grate- 
ful to the host of other subscribers 
(Sonotone Corp., Homelite Corp.. 
Watson-Stillman Co., Technical Ap- 
pliance Corp., to mention but a few ) 
who took the time and trouble to de- 
tail the methods they use to locate and 
follow up inquiries resulting from 
advertising and promotional efforts. 
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’ 1% million persons in 4 states One big unified market 

1% MILLION between te tachi settled GUE FIG that is Sains chest 
PEOPLE ape ; ; MARKET . ; , 

living together. in the heart of the West. 


Annual buying power of 
~ * eee ‘ 
Buying Power of $1,685,758,000* placing it among 
newspapers gives complete $1,685,758,000 the top markets of the nation, 
coverage of this market. a ‘ 


One low rate for two metropolitan 


ahead of such “big cities” as San 
Francisco, St. Louis and Baltimore. 
*1953 Sales Management “Survey of Buying Power" 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS » 
Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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BODY WRITES TO WBC 


In the first five months of 1954... 

80,094 people wrote to WBZ-WBZA, including 15,000 
who requested a snowfall map offered in just six an- 
nouncements. 

58,830 wrote to WBZ-TV. And last year a sponsor got 
71,759 responses to one of its amateur shows. 


in just two weeks. 
78,122 wrote to WPTZ. And during this time, in addition, 
one sponsor heard from 35,467 listeners to his show. 
115,723 wrote to WOWO. One week brought $2,320 in $5 


orders for a garden product. 


WESTINGHOUSE BROADCASTING 


ie 


45,749 wrote to KDKA. In six weeks, 8,816 of them from 
131 counties, 19 states and Canada sent quarters and 
boxtops for gladiolus bulb premium offer. 


39,610 wrote to KEX. A two-week Valentine Day contest 
drew 5,511 entrants. 


You see. People don’t just tune to the WBC stations. 
They do something about what they hear. That’s 
Audience Action! If you want to hear more, call your 
nearest WBC station or Eldon Campbell, WBC National 
Sales Manager, at Plaza 1-2700, New York. Ask about 
substantial group and frequency discounts on the 
Audience Action stations, too. 


COMPANY, INC. 


00" 


WBZ-WBZA * WBZ-TV, Boston; KYW ° 
WPTZ (TV), Philadelphia; KDKA, Pittsburgh; 
wowodo, Fort Wayne; KEX, Portland, Oregon 
Represented by: FREE & PETERs, INC. 

444 Madison Avenue, New York 22, N.Y. 


THE HUMAN SIDE 


yr 


Why make 
your sales point 
the hard way? 


o 
Try this 
new sales 
natural NATIONAL DISGRACE .. . Litterers are no respecters of place: 
Here’s a view of the nation’s capitol after the litterers moved on. 
A new organization, Keep America Beautiful, Inc., is out to educate 
the public on how to protect such public spots. 


Litterers Are At Work: 
So Is a Combat Group 


How did American Can Co. get involved in a new organization 
called Keep America Beautiful, Inc.? What persuaded manufac- 
turers of paper cups and containers to put up solid cash as an aid 
to financing the venture? How come the brewers’ industry is encour- 

—to cover all of aging garden clubs to cooperate with KAB? The answer is obvious : 
All of these multi-million dollar concerns have been getting unde- 
Metropolitan sery ed black eyes because Americans go about their lovely country 
littering the roadsides, despoiling their parks, tossing the remains of 

their picnics to the winds. 


New York-New Jersey 


‘These four basic groups of manufacturers are not responsible for 

what the consumer does with their products. Nor should they be 

blamed for a nation of litter-bugs. But there was, admittedly, a 

W ‘@ t V public relations problem involved. And so the four industries banded 
together last fall, founded Keep America Beautiful, Inc., and hired 

ch @ Gem. @ % the public relations firm of Selvage, Lee & Chase to help put over 


the idea. 

KAB is a nonprofit corporation with headquarters at 100 Park 
Avenue, New York. And if it has its way America will indeed be 
more beautiful and unsightly litter will disappear from our roadsides, 
our national parks. For the first time an organization dedicated to 
banding together the small, scattered groups which have tried to 
combat litter has been established. 


TELEVISION CENTER, Newark 1,N. J. The first thing Keep America Beautiful did was to enlist the 


ae support of several dozen organizations which would obviously be 
Rep: Weed Television Corp. interested in the success of the project. ‘These groups were invited 
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they Buy More because they Have More! 


@ Just last year, for example in metropolitan Indianapolis P Its Big... over 600.000 population 
and Marion County. sales per family in General Merehan- pet aed 
cigaee J P Its Steady . . . unsurpassed for diversification and 
dise Stores— vacation equipment, outboard motors, house- ; ; 
== AC ; * balance of industry and agriculture 

wares, ete.—were 79.4% above the national average. 
ys : . y done » weft < y j » erage q 
Yes, people do BUY MORE in Indianapolis, because the Pm It = Easily Reached . . . you get saturation coverage of 
average income por family in this big market is $6593 the metropolitan area, plus an effective bonus coverage of 
7th among cities of 600,000 population and over.** And the 44 surrounding counties in The Star and The News. 


that's not all—read these other important advantages: Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS —_ 7 
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</_, P jimension clinches 
sales at -, , 


FOR ONLY PENNIES 
WITH VIEW-MASTER 


On counters, at displays, wherever 
people stop to look, shop, decide, 
buy... your most potent selling aid 
is full color 3-D pictures. View- 
Master gives you the gold mine of 
3-Dimension selling at unbelievably 
low cost!* Story-telling View-Mas- 
ter reels provide ‘‘sequence selling” 
—7 pictures and captions on one 
continuous reel. Compact—easy to 
carry and show. Write today. Learn 
how View-Master gives you amaz- 
ing sales results for pennies instead 
of dollars! 
?.25 per unit by 


o View e 


NEO-PHOTO, 33 West 46th St., New York, N. Y. 
Phone: Plaza 7-8566 


TRI-ADS COMPANY, 1027 N. Western Ave 
Hollywood, Calif. Phone: Hempstead 5787 


—_ ‘STATES be ny SALES Company 
N. Clark St., Chicago 10, Illinois 
Whiteh: all 4 2555 


STEREO 
SELLING 


® Sawyer's Inc. 


SAWYER’S INC., Dep!. SM 

Portland 7, Oregon 

Please send information about View-Master three 
dimension pictures for commercial use. 


Company Name as ins 


Address 


City 


_Position_ 


to send representatives to New York for a meeting to plan the attack 
on litter. In June the meeting was held, with representatives from 
such institutions as National Wildlife Federation, American Auto- 
mobile Association, Chamber of Commerce of the United States, 
Garden Clubs of America and Boy Scouts of America in attendance. 
The representatives drew up a resolution commending the purposes 
ot KAB, endorsing its aims, agreeing to cooperate to the fullest. 


No less a personage than Secretary of Commerce Sinclair Weeks 
gave his blessing to KAB. He sent a telegram, after the organiza- 
tion’s founding was announced, in which he expressed the hope and 
belief that industry can be a key factor in solving the national prob- 
lem of litter. 


“The. task,” he said, “is too big to expect a solution from indi- 
vidual groups. It would seem that industry—from which have come 
so many ingenious devices to contribute convenience to modern living 
—can supply the impetus for a long-range educational program to 
tell the public not only how to use these conveniences but how to 
avoid misusing them.” 


Small wonder that the Secretary mentioned misuse of conveniences. 
Among the litter which the public leaves upon highways are discarded 
automobiles. Last summer outside a small North Carolina town 
(which enjoys a well-earned reputation as a speed trap) we saw an 
abandoned jalopy. Shoved onto the shoulder of the road, it lay in 
tireless splendor. ‘(Two weeks later, as we returned North, it was 
still there. An unusual example? Perhaps. But certainly not unique. 


- . « a word from the secretary 


In the meantime KAB prepared a summary by states of the litte: 
situation. (States have been highly cooperative with its litter census, 
KAB notes.) It discovered that every one of the 48 states was not 
only actively concerned about the growing menace of litter; all were 
spending large sums to clear it away and with no prospect of spending 
less. Indiana, for instance, spends some $795,000 annually to sweep 
away crumbs, tossed paper, dropped beer bottles, half-eaten frank- 
furters. Yet many states have no signs warning against litter or 
rubbish. Fewer impose arrests for littering. Nearly all have laws 
against littering, however, and as many provide for fines. Georgia 
has one of the stiffest laws. It calls for fines up to $1,000 and jail 
sentences of six months. The Georgia law is new—approved in 
January of this year. 


New Jersey’s Highway Department terms its present law “entirely 
inadequate.” A new law is now before the legislature. Small wonder 
—the state, like so many others, spends an unknown (but vast) sum 
on litter but has no record of law enforcement against litterers. 


Here’s how KAB operates: It is run by a board of directors repre- 
senting cooperating fields of American industry and other interests. 
The board is assisted by a management committee and an executive 
director. Policy determined by the board with the help of an 
advisory council representing associated non-commercial organiza- 
tions, agencies and clubs. And how does KAB plan to combat litter ? 
By creating a public awareness of litter and the individual’s responsi- 
bility for it; by stimulating widespread public participation in clean- 
ing up litter and combatting future litter by public opinion and law 
entorcement. 


Naturally, all this will cost money. KAB will provide ideas, pub- 
licity, advertising and sales tools literature for use at the local 
level. Ammunition such as this runs into heavy gold. So Americans 
can be thankful that four industries with a collective conscience 
cooperated to create Keep America Beautiful, Inc. 


And what can you do? Get behind the organization at your local 
level. Your reward will be a more beautiful America. 
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Which famed 
maker of sterling gets 


shipping service 


on a silver platter? 


International Silver 


—a RAILWAY EXPRESS shipper 


Every year, millions of pounds of beautiful International 
Silver flatware and holloware speed by Railway Express 
to dealers all over the country. Whenever a shipment is in 
a rush, the people at International know they can depend 
on Railway Express. Especially during the heavy selling 
season when retailers are clamoring for merchandise, 
Railway Express keeps them happy by delivering orders 


— 


AS?) 
~ » EXPRES 


A 


The best way to ship 
anything, anywhere 


JULY 15 1954 


right on schedule. Railway Express maimtains complete 
control of International Silver’s units wherever they go. 
Shipments are protected all the way—an important factor 
in shipping sterling or any other kind of traffic. And be- 
cause there are no size and weight limitations, Inter- 
national Silver saves lots of time and expense in repack- 
aging large shipments into smaller ones. 


CONSIDER THESE ADVANTAGES FOR YOUR SHIPMENTS: 


Speed. Railway Express offers you fast, dependable service by coordinating 
train, truck and plane schedules. 


No delay worries. By assuming one-carrier responsibility, Railway Express 
avoids tieups caused by transfers between carriers. 

Fast pickup and delivery. Shipments are picked up at your place of busi- 
ness and delivered directly to consignee in areas covered by Railway Express 
vehicle service. 


No size or weight limit. You can use big cartons. No need to repackage 
into smaller units. Cuts your cartage costs. 


Choice of shipment. You can ship charges collect, prepaid or paid-in-part. 
Unlimited C.O.D. service available at low cost: 


Convenient. Just phone us when you're ready to ship. 


We've got the right SPACE 


American Airlines has the greatest capacity in the 


—more planes carrying freight to more places 


ays BMIAS re itoe 


x 


Capacity, of course, is one measure of a carrier’s 
ability to deliver the gcods. That’s why it’s im- 
portant for you to know American Airlines has 
the greatest cargo capacity in the airfreight field. 

But, equally important, when it comes to 
specifying a carrier, is the availability of that 
space—having it where and when it can best 


7 > 
nl ‘ 


emertiayar? 


OKLAHOMA CITY 


~ 
~, 


. MEMPHIS 


DALLAS 
FORT WORTH 


SAN ANTONIO 


serve you. Here again, American leads all others. 
¢ While providing fast and frequent service to 
seventy-seven key cities throughout the Coun- 
try, only American serves two-thirds of the top 
thirty retail markets—all twenty-three of the lead- 
ing industrial states. 

Add this to American’s superiority in expe- 
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at the right PLACE | 


alrtreight field 
than any other carrier 


INDIANAPOLIS 
ST. LOUIS 


KNOXVILLE 
NASHVILLE : 


rience and handling facilities and you'll readily 
see why American Airlines is best qualified to 
handle your shipments, while helping solve your 

distribution problems. For complete informa- AMERICAN AIR. MINES me. 
tion, write or wire collect to: American Airlines, 


Cargo Sales Division, 100 Park Avenue, New 
York 17, New York. 


A mencas Leading Arline 
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TAKE DRUGSTORE SALES, FOR INSTANCE! 
CEDAR RAPIDS - - » Jill 


TRI-CTIES* + «© « 
DES MOINES « 
DUBUQUE- - 
SIOUX CITY - 
WATERLOO - 
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THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 
(Which You MISS Unless You Cover the Entire State) 


Food Stores 
5.A.M. DAYTIME ; Eating and Drinking Places 
STATION AUDIENCE AREA ‘ General Merchandise Stores 
Apparel Stores 
Home Furnishings Stores 
Automotive Dealers 
Filling Stations 
Building Material Groups 
WISCONSIN A Drugstores 


MINNESOTA 


Source: 1954 Consumer Markets 
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BUY ALL of IOWA— 
Plas “lowa Plus”—with 
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(vr Des Moines .”. . 50,000 Watts 


- FREE & PETERS, INC., National Representatives Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
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COMMENT 


Let Labor Know Now 


Labor unions have more interest in the marketing success of their 
companies than managements probably give them credit for. 


ee ee Home Makers 
Alexander Smith, Inc., has announced that it is closing its [00- 
vear-old Yonkers, N.Y., mill, employing some 6,000 people in 1948, and Hobby Show 


but recently only 2,200, and moving to Greenville, Miss., to a new 
plant employing 400 workers. [Late news—to clean up old orders, CLEVELAND PUBLIC HALL 
mill will be open another three months. | OCT. 9 thru 17, 1954 


“Obviously,” declares the Textile Workers Union of America, ’ 
CIO, advertisement in The New York Times July 1, “it will pro- *Clevelanders have always 
duce less and sell less. Competing carpet companies have also cur- been handy with tools, and 
tailed operations in recent years, though not as sharply. active in personal hobbies. 


, . : . . ae The present “‘do-it- 
“Yet the population of our country is growing. The number of oaueaalll” urge is 
home owners is growing. There is no style trend away trom carpets 


only new fuel to an 
and rugs. Why, then, is business so poor? od Game tee a 


Cleveland where it 


“Business is poor because there is a slow but steady wearing-away ts on old habe. 


of our national prosperity—of consumer buying power. If it con- 
tinues, the fate of Alexander Smith will be duplicated in other plants 
in other industries in other communities.” AS All over the place, 
C like eager beavers, 
‘The advertisement is headed “A Lesson in Failure.” ‘The implica- you see them using 
tion in the union’s copy is that the failure lies in marketing, not in tools” with skill in 
site, or in production equipment, or worker productivity. hobbies and home 
improvements. 
SALES MANAGEMENT published February 15, 1951, “Union Labor 
Chiefs Suggest: “Tell Us About Your Sales Plans’.”’ This was based Get double value from this 
on a survey of labor union chiefs. At that time SM said: event with exhibit space in 
the Show and advertising 
It is news that so many union leaders are anxious to cooperate with in the Home ‘Magazine of 
the men who are trying to sell more of the products the union men The Cleveland Press on 
make. Most of them say they are rebuffed if they express any interest opening day, October 9th. 
in the sales end of the business. 


All profits will go 


Sales executives have little to lose and much to gain if they: OY, to needy families. 


1. Explain thoroughly to union leaders the function of the sales wigs 
department and its importance to the individual production worke1 All tongs apse = 
and the role of the salesmen and the advertising—so that workers nie one re Pot aaa ch 
. r elpin 
will not feel that money spent on promotion could be better spent a “4 tite 
ee Hand Fund of The Press. 
in raising wages. 


2. Discuss their sales objectives and problems at least once a year Write or phone for 
with union leaders—and*“give consideration to any ideas these men more information: 
may have for boosting sales. 


Contact the nearest sales 
3. Make better use of the space available to them in plant house office of Scripps-Howard 
publications, bulletin boards and all other avenues for reaching pro- Newspapers, or write to 
duction workers—to sell ‘“‘selling.”’ 


for 
+. Get union leaders to boost the company or industry products to = 
friends and relatives. 
oe 


Stockholders ''Get It Wholesale" The 


Stockholders who accept the Remington Corporation’s offer will 


not have grounds to gripe if Remington dealers “discount” room air 
conditioners to the general public. 4 VV ¢ an 
Remington, young and aggressive seller of room air conditioners. 


has just announced that each stockholder is entitled to buy condi- | Tress 


tioners at 359% to 4007 off list. The only requirement: Par value 
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YOU'LL MAKE A RICH HAUL IN 


With sales resistance all along 
the line, in market after market 
—alert advertisers are seeking 
new fields for their merchandise 
—and Small-Town America is 
proving an amazing discovery. 
Here's where GRIT shines . . . 
with a higher concentration in 
True Small Towns than any other 


national publication. 


In addition, GRIT is a complete 
family publication with features 
for every family member. It also 
brings sales for advertisers—a 
fact proved again and again by 
GRIT Annual Reader Surveys 
(See Case History No. 21). 

If you, too, would like to make a 
rich haul in this great GRIT coun- 
try—better investigate GRIT. 


GRIT-AMERICA! 


l om HISTORY No. 21 a 


GRIT Sells Trucks! 


For the past several years, Chevro- 
let and Ford Trucks have been con- 
sistently advertised in GRIT! 


Last year Chevrolet and Ford Trucks 
accounted for over 70% of all 
trucks owned by GRIT Readers .. . 
23.1% of all GRIT Families owned 
trucks .. . and 18.2% planned to 
buy new trucks. 


STRIKE IT RICH 
IN OUR COUNTRY! 


YES~ YOU CAN STILL 


GRIT PUBLISHING COMPANY 


WILLIAMSPORT, PA. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco. 
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of his stock must equal the purchase price of the units. For example, 

a shareholder owning $500 worth of Remington Stock may buy up 

to $800 (retail list) worth of Remington units. an _cuumeememmmetin sun 

: bi Combine th 

Herbert L. Laube, president, announces that all the shareholder e 

does is to call up his distributor or dealer, get him to determine the VISUAL <> 

size of unit required, purchase it, and install it. Remington then will 

pay the dealer $15 per unit. The discount-buying shareholder pays c 

the dealer the regular installation charge and takes out a year’s labor ORAL * ; 


warranty. Units are offered only for personal use. for better 


with the 


communication 

For more details on the hottest situation in retailing today, turn 

to page 58 for another installment of Adventures in (Discount 
House) Shopping. 


Do People Have to Buy Your Product? 

Butter, like water, simply was a product that people must have. 
The simplest device to contain it sufficed. ‘That, for many years, was 
pretty much the thinking in dairy circles. 


Now along comes Fairmont Foods Co. in Omaha, Nebr., with a 
new pictorial butter carton. Fairmont, one of the oldest and largest L 
butter manufacturers in the nation, believes its new carton design is ORAVISUAL ALL PURPOSE PORTABLE EASEL 
ee — : ' ees, Ce cee coals . ; > ace Replaces blackboard. Uses large, modern paper 
a sample of the sort of me rchandising thinking w hich will help place ie i cael at a eee 
more butter on the tables of millions of Americans. The new carton equipped for large cardboard charts or turn- 


: . over charts. Stro et Sight i eight. Fold 
shows butter on hot rolls, butter on wheat cakes, and gives a recipe > © ily ter cae gulice or eleraue. 


> " »r sauce Thousands in use by big business—everywhere. 
for lemon-butter sauce. } = gpm Regge By 


dame ‘ ‘ ’ : . . os Write for f 16- illustrated catalog. 
“We have long claimed that if butter’s price is realistic and ee ee ee ee 


It 
modern merchandising methods are used to push butter’s advantages ORAVISUAL COMPANY INC 
~ : ; 


then the butter industry can compete with any product,” declares 

‘ . Paka iat al ca eel: Factory—P.O. Box 609, Sta. A St. Petersburg, Fla. 
A. C. Ragnow, F: s merch ing vice-president. ' 
A. C. Ragnow, Fairmont’s merchandising vice-preside Geant ition, on 4M, Santen Gaon 


Secretary of Agriculture Benson is winning the grudging admira- 
tion; if not the votes, for his plan of flexible price supports. We're 
all stuck with millions of pounds of butter bought at price-support 
prices. So we're glad to see Fairmont try out an idea for selling more 
butter by inducing people to buy it freely on its merits. 


.--for its 
good taste! 


Presumably everyone “knows” that a glass of milk is more sustain- 
ing, but at lunch, millions of Americans sit down at lunch counters 
and order “ham on rye and a Coke.” 


The human stomach can hold just so much, but the products each 
consumer chooses to place there is pretty much determined by mer- 
chandising appeals creating desires as well as filling wants. 


Result of Competition 


ACF Industries has had a little passenger train kicking around 
for several years which it believes will revolutionize passenger hauling 
in the country. It’s a stainless steel, low-slung, racy looking job 
called the ‘Talgo, which has been making quite a name for itself these 
past four years carrying passengers from Madrid, Spain, to ¢ 
French border. ACF’s problem: to get the railroad brass to ride 
it and to consider buying it for USA use. 


84 Proof 


Now it looks like ‘Valgo, or a 1955 version of it adapted to do 


mestic rail requirements, will be hauling some of us around the 

country, and perhaps luring us from the air on medium hops. Patrick 

B. McGinnis, who has just thrown out Dumaine’s management on 

The New Haven Railroad, is showing Talgo up and down the THE WORLD'S PREFERRED 
Boston-New York line. He’s drawing big crowds, too, and getting 2 COGNAC BRANDY 
lots of publicity. Something like the Talgo may be on Robert R. = For a beautifully illustrated book 
Young’s mind as his “Train X.”’ on the story of Hennessy, write — 


- ; . wan Schieffelin & Co., Dept. H, 30 Cooper Square, N. Y. 54 
Nice thing about these railroad proxy battles: They open the Importers Since 1794 


minds (of management) so (salesmen) can close the sale. 
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.--and more and 


more families 


enjoy upper- 


a e e a NcE—almost every man in a scene like this 
mMmcome living eco would have been the head of a company. 


But today, business necessitates whole staffs of 
top executives. Since 1940, the number of man- 
agement executives has almost doubled. 

Their pay checks match their responsibilities. 
These men and their wives form a great new 
consumer class. 

One magazine has grown right along with this 
bocming audience of “‘best customers”’. .. TIME. 


TIME. for America’s big and growing 
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men have big-time jobs... 


Bs 7373 ££ 
His iti 


Every week, TIME is eagerly read in more than 
1,800,000 homes, most of whose family heads 
hold down important jobs in business, govern- 
ment or the professions. 


Why are they so faithful to TIME? 


Perhaps the answer is in TIME’s original pro- 
spectus, which says, among other things: ‘‘TIME 
will be judged not by what its editors put on 
the printed page, but by how much they get 
off the page into the mind of the reader.”’ 


audience of best customers 
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SELL DETROIT 


through the paper that’s FIRST with readers 
and advertisers ... THE DETROIT NEWS! 


A5T : 231 Weekdays 
561 830 Sundays 


A. B. C. FOR THE 6-MONTHS ENDING 3-31-54 


There are 3 newspapers in Detroit, but only one—THE NEWS 


-has all 3 requisites for economical advertising results: 


ER Largest TOTAL Circulation! 


EY Largest TRADING AREA Circulation! 
E¥ Largest HOME DELIVERED Circulation! 


The Detroit News funnels 97% of its week day, and 89% of its Sunday circula- 
tion into the 6-county trading area that accounts for nearly 5 billion dollars 
retail business annually—55% of Michigan’s total volume. 


in this area, where family income and buying power are highest in the nation, 
THE NEWS sells 62,924 more copies weekdays, and 120,392 more Sundays, 
than the second newspaper It sells 91,087 more copies weekdays, and 173,528 
more Sundays, than the third. And DETROIT NEWS’ advertisers get the 
PLUS of FAMILY readership, through the largest ABC-recognized-home- 
delivered circulation of any newspaper in the nation! 


That is why THE NEWS, in 1953, carried practically as much advertising 
linage as both other Detroit newspapers combined! 


DMB... Detroit Means Business. And, in Detroit, Business Means THE NEWS! 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 E. 42nd St., New York 17 * Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 


Pacific Coast: 785 Market Street, San Francisco, Calif. 
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PERSONAL INCOME 


IN THE U.S. 
284.5 282.0 


IN BILLIONS 
OF DOLLARS 


YM Ws 
WM Wt: 


191.0 


SS 


SEASONALLY 
ADJUSTED 


cucu 


. 


194] 


SOURCE: U.S. DEPARTMENT OF COMMERCE 
GRAPHIC BY PICK-S,W.Y.d 


How can there be any real recession when incomes 
and savings are so high? The sales end of business 


faces its greatest challenge. 


PERSONAL SAVINGS 


IN THE U.S. 


BILLIONS 
OF DOLLARS 


SEASONALLY 
ADJUSTED 
ANNUAL RATE 


= ’ ’ ’ ’ oO? ’ ’ ’ Ist QUARTER 
1944 5 '6 78 '9'50'1 2 '3 Mog 
SOURCE: U.S. DEPARTMENT OF COMMERCE 
CRAPHIC BY PICK-S. WM. Y¥. cunt 
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TRENDS 


THE STRANGEST RECESSION EVER 


The charts at the left tell part of the story of what 
U.S. News & World Report characterizes as “the strang- 
est recession in U.S. history’: personal income running 
practically at 1953’s all-time high volume and personal 
savings up more than 10 from last year—and last yeai 
we saved more than in any other peacetime year. 


Business spending for new plants and improvements ts 
running even with last vear; the housing boom continues ; 
record amounts are being spent on highways, schools, new 
stores. Vacation travel this summer is at an all-time high 
and service industries are doing more business than ever 
betore. 


The opportunities for most companies are as great as 
ever, but the challenge is well summed up by The Re 
search Institute of America in these words: “[It’s] in 
the fact that you are in an economy expanded substan- 
tially beyond the size of a few years ago. Even if you 
have increased your dollar volume, you have to face up 
to the question of whether you are getting your proper 
portion of the larger market which exists today. Many a 
business is headed for trouble because it hasn't looked 
beneath ‘good’ sales figures and seen that it is actually 
running behind its potential.” ... Watch unit figures, 
not dollar figures. 


TOO FEW DOLLARS FOR PROMOTION 


Some of the top brass and the outside directors don’t 
seem to have grasped the idea that there has been a 
shift from a sellers’ market to a buyers’ market—and 
that to hold up production more dollars must be spent 
for personal selling, promotion and advertising. 


The appliance industry, for example, went through a 
protracted honeymoon period for many years after 
civilian production was resumed in 1946. But now the 
pent-up demand has largely vanished. As Thomas R. 
Chadwick, general sales manager of ‘Thor Corp., told his 
district sales representatives the other day, ““There’s too 
much sobbing, too little selling. It is time we faced the 
fact that the boom is over, that we are in a ‘sell or sink’ 
market.” 


He went on to list the three elements he considers 
necessary to cure the slow appliance market. “First, there 
must be an outstanding line-leading product, priced for 
today’s market. . The washer is no longer an appli- 
ance which is hidden in the basement. It must be an 
attractive appliance which « woman is proud to have in 
her kitchen or utility room. 


“Even an outstanding product must be backed with 
strong advertising and sales promotion. We are in a mar- 
ket of unparalleled competition. We must communicate 
our sales message forcefully and often to attract the 
consumer. (Editor’s note: Thor will put on its most 
vigorous promotion campaign this fall.) 


“Most important of all, our products must be placed in 
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the hands of salesmen who can and will hit hard. We can 
produce a good product, and advise the public of its 
worth through print, but without the follow-through by 


the salesman all else will have been in vain.” 


Cutting the sales budget, the advertising budget, will 
not solve today’s pressing sales problems. 


‘This is a time when we should take the calculated risk 
of spending money before we get it back. In every in- 
dustry there are one or more concerns which will ma- 
terially increase their slice of the industry's pie because 
they show courage and resourcefulness while competitors 
‘save’ instead of sell. 


"ARTIFICIAL" LIST PRICES 


Before your editor went into the publishing business, 
he sold a well-advertised price-fixed branded product 
which gave the retailer a gross profit of approximately 
one-third. The most important competition came from 
private label products, on which the merchant ‘‘made”’ 
one-half or better. Our problem was to convince the re- 
tailer that with the fast turnover he secured on our line 
he actually had a greater net profit than on the slow- 
selling, private label products. 


Over the years retailers in nearly all lines except food 
have been successfyl in forcing manufacturers to allow 
them a higher markup, and everybody—except possibly 
the consumer—was happy during the sellers’ market. 


But today the big spread, what many call the “arti- 
ficial”’ list price, is exactly what supports the discount 
store operation. 


Last week we discussed the problem with a top sales 
executive of a midwest company whose products are fair- 
traded. This company is reasonably successful in main- 
taining fair trade although the determined shopper has 
very little difficulty in getting price concessions from dis- 
count houses and other types of stores. The regular-line 
and hold-the-line retailers are demanding an even bigger 
profit margin. Without it, so they argue, they can’t make 
a net profit since their own unit sales are down. 


This executive, who must be nameless because the step 
he is considering is such a radical one told us, “Rather 
than reduce list prices and maintain the wholesale price 
or maintain the list price and increase the wholesale price, 
it appears it might be necessary to reduce both dealer and 
wholesaler margins. 


“I make this point because there is very little doubt 
but that ‘inside fives’ or, perhaps in some exceptional 
cases, even as much as ‘inside tens’ offered by wholesalers 
to dealers are a definite incentive to them to shade the 
retail price. In any case, it is evident that reducing dis- 
counts at all levels would result in making price-cutting 
seem less attractive.” 


Discount houses seem to be flourishing on a very small 
markup as evidenced by the further “Adventures in Shop- 
ping—the Discount Houses” on page 58 this issue. Other 
retailers are learning anew—or learning for the first 
time — that it’s turnover that really counts. We were 
talking the other day to a new car dealer in an eastern 
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city of 100,000 population. We expected to find that he 
was having tough sledding because he doesn’t have one 
of the General Motors or Ford lines. Last fall he began 
to notice seriously increased buyer resistance and decided 
that since he couldn’t do anything about the product he 
would have to do something about the price. This year 
he has been offering discounts against the list and has 
been more generous in his allowances for used cars. ‘Uhis 
reduced his gross margin by nearly one-half—but so suc- 
cessful has he been in bucking the trend that his net 
profit for the first five months is down only 106¢ from 
last year and he has had only one red-ink month. More 
cars sold, less profit per car, has done for him what it 
seems to be doing for discount houses in other lines. 


SIGNIFICANT SHORTS 


Government Best Sellers for 1954: Published by Gov- 
ernment Printing Office, Washington 25, D.C. Free. This 
62-page catalog of government literature prices and 
briefly describes +50 best sellers. Listed publications are 
classified by subjects, which start with “Atomic Energy” 
and end with ‘‘Writing.”’ There’s a fair chance that, 
whatever the product your company sells, at least one ot 
them bears upon it. In addition you're told how to keep 
track of what the government prints. Order blanks are 
provided. 


Complete Rankings of 233 Metro Areas: The Greens- 
boro (N.C.) News and Record is out with an 88-page- 
and-cover analysis of the 233 metropolitan county areas 
in 13 classifications by dollar volume. The information 
comes from SALES MIANAGEMENT’s 1954 Survey of Buy- 
ing Power and includes seven store classifications which 
have not been published heretofore. Copies are available 
either direct from the newspapers or from their representa- 
tives, Jann & Kelley, Inc., with offices in Chicago, New 
York, Detroit, Atlanta, San Francisco and Los Angeles. 


Bottles as Name Cards: When Ford recently had a 
sales meeting on the Pacific Coast for 600 important 
people, the company used Old Forester personalized bot- 
tles as name cards at each plate. The idea made a tre- 
mendous hit. The Brown-Forman Distillers Corp. has 
decided that sales managers, per capita, represent the 
second best outlet for this whiskey. Yacht owners are 
the best prospects. 


Selective Selling for Packard and Studebaker: If stock- 
holders approve next month, the proposed combination ot 
Packard and Studebaker will be headed by two of the 
nation’s top sales-executives—Paul G. Hoffman as chair- 
man and James J. Nance as president. They will follow 
a selective plan of dealerships new to the automotive 
industry. Ford has its Ford dealers and its Lincoln- 
Mercury dealers; General Motors restricts its dealers 
(except possibly in the few very small areas) to single 
lines; Chrysler has no individual Plymouth dealers and 
Plymouths are sold by all dealers of the three higher- 
price cars. Messrs. Hoffman and Nance say they will 
study both the financial standings and the merchandising 
ability of present Packard and Studebaker dealers plus 
other prospects to decide whether the dealer (and the 
corporation) will be better off if he sells Packard and 
Studebaker or is a specialist in one of the two lines. 


PHILIP SALISBURY 
Editor 
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1,310,000 


IOWA PEOPLE 


read THE 


DES MOINES SUNDAY 
REGISTER 


(more than 500,000 copies) 
980,000 Read no other Sunday newspaper... 


. as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in 


lowa. 


For complete facts on where these people live, what they 
earn, what they own, see “A Study of The Des Moines 
Sunday Register Audience in Iowa.”’ For details on how to 
get your copy, write Advertising Research Foundation, Inc., 
11 West 42nd St., New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an "A" schedule Newspaper in an ''A-1" market 


GARDNER COWLES, President 
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CREST OF THE WAVE — When the green wave really 
was rolling, almost any product that happened to be green 
Springs Cotton Mills, for example, 


made the most of it. 


White Springs.” 


showed the young lady above in “chlorophyll panties” on 
“Springmaid chlorophyll 
it promoted mattresses, mothproofing. 


sheets engineered by Elliott 


Has the Chlorophyll Wave Collapsed? 


Two years ago |,000 products were riding a green tide 
to $100 million combined annual sales. Now 150 of them 
—no longer including ''toilet paper and bed sheet boys" 


—are plugging ahead on saner claims. Some scientists 


see a much wider opportunity for chlorophyll tomorrow. 


BY LAWRENCE M. HUGHES 


Chlorophvll came to take the stink 
out of man and beast. A 
sniffed and scented a new 
standard of social acceptability. And 
1.000 products leaped 


a rising green tide. 


nation’s 


noses 


the makers ot 
in to ride 

If your product happened already 
to be green, so much the better. If it 
didn’t, vo vuld dve it. You could 
A chlorophyll tor 
chlorophy] a green dye, too, 

In two vears, from August 1950 to 
December 1952. the green tide grew 
fiftyfold. Sales of basik chlorophyll to 
manutacturers trom 200 to 
10,000 pounds 
rolled over retail cash registers at a 
rate of 3100 million a year. 

Then swiftly it subsided. 

‘Today, a somewhat-less-than-tidal 
wave still laps up customers for 150 
products whose makers consume about 
2,000 pounds of the stuff a month. 
‘These companies turn out candy and 


even use 


leape d 


month. The wave 


36 


chewing gum, dentifrices and 28 
brands of dog food and other things 
to combat odor. One important con- 
tinuing function is wound healing. 

But most of those who rode the 
tide have gone off te seek greener pas- 
tures. Consumers have caught on to 
the ones who were more concerned 
with claims than chlorophyll. 

Several scientists who spoke at a 
symposium on chlorophyll before 
American Chemical Society at Kansas 
City last March hoped that any re- 
surgence of the green wave would be 
on a healthier basis. 

And one producer of chlorophyll 
derivatives—whose sales since 1953 
have declined 90—still thinks the 
industry will do better “without the 
toilet paper and bed sheet boys.” 

At crest the wave was washing in 
quick bucks as an alleged deodorant 
via such things as candles, cheese and 
cologne, diapers and disinfectants, 


hand cream and hosiery, shirts, shoe- 
linings and tobacco. You could apply 
them on your outside, or take them 
inside. Or you could fill the atmos- 
phere with them. 

As an aid to social acceptability- 
in certain forms, for specific purposes 
and in adequate amounts — chloro- 
phyll seems to have proved itself. And 
it may be acquiring other jobs. 

Walter H. Eddy, Ph.D., of 
American Chlorophyll Division of 
Strong, Cobb & Co. sums them up in 
“Chlorophyll: 1953” (a 60-page book 
bearing 156 references to “‘author- 
ities’). Chlorophyll, Eddy shows, 
does combat some types of bacteria. 
It does help to stimulate certain hor- 
mones. This product of alfalfa may 
relieve hay fever, and may curb some 
malignant growths. 

This green substance which gives 
life to plants had been at work 
quietly for long millennia until, in 
A.D. 1771, Sir Joseph Priestley, who 
discovered oxygen, found a way to 
restore “air that had been injured by 
the burning of candles.”” One means 
which ‘Nature uses for this purpose,” 
Priestley reported, “is vegetation.” 
He produced evidence of the photo- 
synthesis which occurs when the 
chlorophyll tissue of plants is exposed 
to light. 

Later scientists found that carbon 
dioxide and water absorbed by plant 
leaves and roots were converted into 
sugar, starches and other nutrients: 


SALES MANAGEMENT 


AWA 2 NO NEW DICCON ERY 
Aniiicteut Chlorophyll 
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STILL RIPPLING are several major brands of chlorophyll 
toothpaste (at a current annual consumer-spending rate 
of about $18 million); 28 brands of dog food; various 


he “green” of plants might regen- 
erate the “red” of blood. From the 
Greek chloros (green) and phyllon 
(leaf) came the name chlorophyll. 
Until the last two decades the pig- 
ment could be used only in its natural 
oil-soluble form. Then Robert H. 
Van Sant, formerly president of the 
Anacin Co., started to produce water- 
soluble chlorophyll — called chloro- 
phyllin—by processes already devel- 
oped by foreign scientists. In 1933 
Van Sant founded American Chloro- 
phyll Co., and in April 1952—efter 
the green wave was inundating 48 
states and the District of Columbia— 
this company was acquired by the 
121-year-old pharmaceutical house of 
Strong, Cobb of Cleveland. Wesley 
Stanger is chairman and M. M. 
Ricketts president of Strong, Cobb. 
American Chlorophyll Division still 
turns out much of the nation’s 
chlorophyllin—which it produces in 
30 commercial forms at Lake Worth, 
Fla. Other producers are Keystone 
Chemurgics and Collett-Weeks. 
Another veteran is Rystan Co., Mt. 
Vernon, N. Y., headed by O'Neill 
Ryan Jr., former vice-president of 
the J. Walter Thompson ad¥ertising 
agency. Since 1941 Rystan’s Chlore- 
sium has been used, primarily unde: 
doctors’ supervision, “‘to eradicate in- 
fection and speed the healing of dam- 
aged or diseased tissue,’ and to re- 
“malodorous conditions” that 
spring from them. A lot of Chlore- 
sium was applied to the wounds and 


move 


JULY 15, 1954 


burns of our boys at war. In 1950 
Chloresium, ointment and _ solution, 
was “accepted” by the Council on 
Pharmacy and Chemistry, AMA. 
Although Rystan also sells a 
Chloresium toothpaste in drug stores, 
its products are advertised only to 
the medical and dental professions. 
A major “merchandising” factor 
is a little magazine of 18 million 
circulation called the Reader's Digest. 
Editor DeWitt Wallace offers regu- 
lar doses of technology and “science.” 
Because his little paper is notably 
solvent, he can afford to pay special- 
ists, called roving reporters, just to 
scout around for scoops. One such, in 
medicine is Dr. Paul de Kruif. 


. The Wave Starts 


“Nature’s Deodorant” by de Kruit 
in the Digest for August 1950 is 
widely credited with having released 
the green wave. Surely it brought 
their (and others’) smells to the at- 
tention of a lot of folks—and green 
gleam to the eve of many a manufac- 
turer and his sales manager. 

But one man who may have made 
(and lost) more from chlorophyll 
than anyone else says that the indus- 
try really got going two years earlier. 
He is Charles L. Bowman of New 
York, whose Charles Bowman & Co. 
serves food and pharmaceutical houses 
and whose Bowman Feed Products 
Co. supplies about 95% of chloro- 
phyllin added to dog foods. 


capsules, lozenges, etc., for internal consumption, and sev- 
eral brands of chewing gum and mints for the breath. The 
best seller of the last group is American Chicle’s Clorets. 


Chlorophyll, says Bowman, is just 
one of four products available from 
alfalfa. The others are carotene, 
phytol and xanthophyll. Carotene 
fortifies and colors margarine and 
other foods and is a source of Vitamin 
A. Phytol, a plant alcohol. is used in 
the chemical synthesis of Vitamins 
E and K. Xanthophyll applied to 
chicken feed makes vellow eggs yel- 
lower and gives a healthy hue to 
flesh, beaks, skin and shanks. Chloro- 
phyll then was used largely for dye- 
ing soap. American Chlorophyll was 
almost the sole supplier. 

Of the four products only carotene 
was thought to have much “value.” 
Bowman was looking tor cheapet 
source of Vitamin A, then selling at 
the relatively high price of 35 cents 
a million units. Merck & Co., Rah- 
way, N. J., was studying phytol as 
a source of Vitamin E ... American 
Chlorophyll, Bowman and Merck 
got together and agreed to step up 
production of all tour products 

Then in 1949 Dr. F. 
Westcott (M.D., F.A.C.P. 


Howard 
ot New 
York got to messing around with the 
odor from human etHuences and em- 
anations, and the effect thereon of 
chlorophyll. He was able sufficiently 


to prove his findings (tavorable) to 
get them published in the New York 
State Journal of Medicine tor March 
15, 1950. Chlorophyll could reduce 
body and breath odors. 
Bowman, who had tollowed West- 
(Continued on page 96) 
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TH EY’ R E | N TH E N EWS BY HARRY WOODWARD 


Basking on a Barcalounger . . . 


If I have an idea today, | want it finished yesterday.” “Vhe quote is ‘Vheodore 5S. 
Nagel’s. Obviously he’s a man in a hurry. Which is a good thing: ‘Vhe Barcalo Manu- 
facturing Co., Buffalo, of which he’s just been named v-p in charge of sales, is in a 
hurry, too. Manufacturers of the famous Barcaloafer and the Barcalounger, the com- 
pany isn’t—as many people think—a new one. It was founded in 1896 as a furniture 
manufacturer. But since 1947, when it began to produce the contour chairs, its business 
has taken an astronomical leap. No flash in the pan, the Barcas continue to grow in 
popularity; sales are persistently climbing. ‘This year the company will sell more than 
60,000 of the chairs. With the metal Barcaloafer as the backbone of Barcalo’s summei 
turniture products, the company has become the fourth largest manufacturer of sum- 
mer furniture in the country. ... led Nagel, who is guiding Barcalo’s sales destinies, 
majored in economics and merchandising at Columbia U. He’s been with Barcalo for 
two-and-a-half years. Before that he was national sales manager of Contour Chair Co. 
His climb at Barcalo has been so swift that the sign painter, called in to change the 
title on his door, threw up his hands and fled saying, “Call me. back when you're 


president!” 
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5c, 10c and 25c in the Slot 


At World War II’s end Rowe Manufacturing Co., 

Inc., Whippany, N.J., subsidiary of Rowe Corp., New 

York, latched onto a bright young industrial engineer. 

His name: Charles Brinkmann. ‘The late John S. Mill, 

v-p in charge of sales, thought young Charlie looked 

like sales timber. He was. And recently he took ove 
CIGARETTES ae his former boss’ old job. . . . Rowe makes automatic 
fi merchandising machines to dispense everything from 
cigarettes to buffet lunches. ‘To keep up with, under 

stand the fine mechanical nuances of and sell these 

20th Century automatons required someone like 

Charlie Brinkmann. He is as cool as one of Rowe's 


soft drink dispensers, has the industrial background 


for the job. He was graduated from college at 19: 
He won his Master’s degree in industrial management 
with a thesis on automatic merchandising which is 
regarded by many authorities in the field as a basi 
primer. He is active in sales, management and mar- 
keting groups. A man of many talents, he plays a mean 
piano, shoots a pretty good game ot golf and likes to 


baby-sit for his three little Brinkmanns. 


COUNTRY GENTLEMAN TNE MAGATING FOR 


Better Farming 


Now It's Better Farming ‘ 


The 101-year-old Country Gentleman (circulation, 
2,600,000) is changing its name to Better Farming. 
‘The name change will take place later this year. In 
the meantime the magazine is greeting its new advet 
tising sales manager—a quiet, capable, well-liked gent 
named Charles H. Ficke. He couldn't be bette: 


equipped for his new job: A graduate of the Uni 


versity of Idaho in Agriculture, he took a_ special 
course in sales management at Harvard. He can talk 
sales or carrots. Charlie got to Philly ‘in stages,’ as 
he puts it. For 25 years he’s been with the publication 

most recently as manager of the New York office. 
Before he joined the advertising department he had 
been with Pierce's Farm Weekly, traveling all over 
the Midwest. Before that he was a county agricultural 
agent for the state of Washington, then advertising 
representative for American Ilereford Journal in 
Kansas City. 
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Auditorium on Wheels... 


It's Armstrong Cork Company's "Merchandising Motor- 
cade," on an eight-month tour to present modern resilient 
floor and wall merchandising techniques to 25,000 flooring 
dealers in 144 cities in 46 states and D. C.—the most 
comprehensive program ever initiated by the company. 


Objectives are to... 

¢ make retailers dissatisfied with 
their present volume of business. 

¢ sell resilient materials as floors, 
not floor coverings. 

¢ collect success stories and pass 
them on to other dealers-——ideas for 
advertising, lighting, 
fronts, interior and exterior displays. 

* present tested techniques for sell- 
ing in the store and in the home. 


store store 


® awaken retail management to the 
opportunities to sell resilient floors 
and walls in the home—and show 
how to do it. 


The ‘“auditorium’’—-interiors — of 
two giant tractor trailers. largest al- 
lowed on American highways—was 
custom-designed for Armstrong by 
Boyertown ( Pa.) Auto Body Works. 
When the trailers are parked side by 
side, the sides of each are opened to 
form an expanded ceiling and floor 
area (1,000 sq. ft.). 


When set up the Motorcade is 
equipped with two 25 KW genera- 
tors; sound-conditioned one-ton pro- 
jector booth; stage; two speakers’ 
lecterns with ultra-sensitive micro- 
phones; three motion picture screens; 


UP-TO-THE-MINUTE merchan- 
dising and transportation meet 
as Fort Pierce, Fla., dealers ar- 
rive in Miami by helicopter to 
attend. Armstrong’s Merchandis- 
ing Motorcade. Considered 
unique in American industry, it 
is reported to be the first “audi- 
torium on wheels” formed by 
two trailers opening into each 
other. Says company spokes- 
man: “This is not a show to sell 
Armstrong’s products. It is en- 
tirely a merchandising story 
about today’s opportunity to sell 
resilient floors and_ walls.” 


house, spot and display lights ; tour 
loud speakers; more than 100 chairs 
graduated from 17” in front row to 
21” in back row; air-conditioning or 
radiant heating as needed; fluorescent- 
lighted model displays; coathangers. 
Says L. E. Foster, associate direc- 
tor of Armstrong’s Bureau of Mer- 
chandising: ‘““We elected to use an 
auditorium on wheels instead of hotel 
ballrooms because we can have more 
impressive displays; do a better job 
of staging and projection; stage 
demonstrations such as store lighting, 
which would be impractical in hotels ; 
do a better job of controlling physi- 
cal aspects of the meeting room 
ventilating, seating, sound condition- 
ing, etc.; spot the Motorcade in the 
center of the greatest concentration 
of retailers, in accessible locations 
with good facilities for parking; meet 
in fairly small groups so we can be- 
come personally acquainted with 
dealers and discuss with them their 
individual problems. By spotting the 
Motorcade centrally, we make it pos- 
sible for store managements to split 
their sales staffs so that all members 
have an opportunity to attend 
“We have evidence that our objec- 
tives are being achieved. Success 
stories are piling up. After seeing the 
show and hearing what we have to 


FILMS, SOUND SLIDES AND PRESENTATIONS 
are shown on this unique 18-foot-wide angle screen, 
actually three 6’ x 4 screens in one, custom-designed 
by Commercial Picture Equipment, Inc., Chicago. 
Four projectors can project simultaneously or in 


rapid sequence on each screen. 


Screens are wash- 


able latex attached with grommets to aluminum 
framework, and are easily folded for transportation. 
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¢ 


KAY CAMPBELL, announcer on Armstrong’s SERVICE WITH A SMILE is the order of the day as flooring 
NBC-TV show, sees Motorcade “show” in Man- dealers enjoy refreshments and chitchats during the Motorcade 
hattan after greeting the 5,000th dealer to attend. presentation in Miami where attendance rose to over 2,000. 


say about sales potential in the va- 
rious areas throughout the country, 
Hooring dealers are going back to 
their respective businesses and putting 
in practice our recommendations foi 
modernizing. For instance: 

“A Richmond flooring contracto1 
was impressed by the profit possibili- 
ties of merchandising and is opening 
a specialty store . .. an Atlanta de- 
partment store that hasn’t handled 
resilient floors for years is going back 
into the business. . . . A Cullman, 
Ala., department store that never 
arried resilient floors is planning to. 

“Probably the most impressive ‘suc 
cess story,’ is the fact that almost 
every dealer who has seen the presen 
tation has thanked us for bringing 
him back to the fundamentals that 
built his business. The idea of sell sp 
ing resilient materials as floors and 


1ot as floor covering is going over very 


DISPLAYS line two sides of the “auditorium:” ideas for dealer adver- 
tising, window, interior and exterior displays. Fluorescent-lighted Ekta- 
chrome photos show room interiors. A mile of wiring is used for lighting. 


well, and we are certainly reviving 
the almost extinct art of outside sell- 
ing.”’ (See Tools for Selling, SALES 
MANAGEMENT, July 1.) 

A few comments from dealers: 

“Never attended such a stimulat- 
ing and informative meeting.” 

“Most spectacular and absorbing 
show I ever witnessed.” 

“So beneficial that it should be 
compulsory for all flooring salesmen.” 


TAKING NO CHANCES with train schedules, 
Eldridge Sheets and Walter and Maynard Dietrich 
of The Dietrich Co., Bremen, Ind., fly their own plane 
to the Motorcade in South Bend, Ind. Each has a 
kit which contains display and film presentation 
booklets and survey findings of sales potential in 
their business area. Each visitor is given the sur. 
vey sales potential figures for his particular region. 


JULY 15, 19584 


Unknown in May 1952. . 


Presto! 


. . . Teday nationally advertised 


New miracle way 


to ‘cream’ your coffee! a" 


Here's Pream 


Intensive market-by-market introductions — dramatized 


by teaser “'suspense,'’ fast-moving premieres and hard- 


hitting local campaigns—create national distribution and 


advertising for M & R's powdered “dairy miracle." 


‘| he punch Tol Pream Was packed 
in “premieres.” 

‘Teaser promotion to the grocery 
trade led up to them. “Saturation” 
advertising to consumers in space and 
time media followed. But chains, 
supers and other big buyers (and 
sellers) were converted to this new 
“dairy miracle’—a powdered cream 

by the mystery and_ split-second 
showmanship which M & R Dietetic 
Laboratories, Inc., Columbus, O., put 
into a series of one-hour luncheons or 
dinners in 29 major markets. 

‘Today—just two years after the 
the first premiere, in Cincinnati— 
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a national survey organization shows 
that Pream has 97% distribution in 
and voluntary 
chains across the country. ‘The prod- 
uct is being sold by many thousand 
independent groceries. In such varied 


corporate grocery 


locations as air transports, motels, 
drive-ins and institutions, a lot of 
people are putting Pream (instead of 
liquid cream or milk) in their coffee. 
And in many a home, housewives are 
finding dozens of other uses for it. 
The more than $1 million spent 
by M & R in 1953 to advertise 
Pream in newspapers, radio, tele- 
vision and car cards in a total of 64 


“s 
4 


DELICIOUS 100% 
DAIRY PRODUCT IN 
POWDERED FORM 


“The new way +o 
cream’ it is 


+o Pream it | 


markets, is exceeded this year with 
the launching of a national campaign. 

This program, through Benton & 
Bowles, Inc., involves full-color pages 
in Ladies’ Ilome Journal, Life and 
Sunset; Nancy Sasser’s shopping col- 
umn in 96 newspapers in 63 markets; 
Dave Garroway's show “Today” on 
31 NBC-TV stations; “Let George 
Do It,” a half-hour program on 45 
Don Lee radio network stations on 
the West Coast, and radio and ‘TV 
spots in 17 other markets. 

Pream’s advantages are convenience 
and economy. Costing one-third less 
than fluid cream, it 
stantly, requires no refrigeration and 
never sours or ‘turns’,”” MI. & R spent 
$250,000 in its development. 

Harry C. Moores and the late 
Stanley M. Ross formed their milk- 
product business in Columbus in 
1903. In 1928, when they sold the 
ice cream part of it to The Borden 
Co., they had already established 
“specialties.” 


“dissolves in 
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Moores is now chairman of the 
board and Stanley Ross’ sons, M. D. 
and R. M., are president and vice 
president-general manager. One part 
of this thriving, varied, international 
business is the Food Products Divi- 
sion, serving the 
which George E. Serrott is. sales 
director and William B. White field 
sales manager. 

At all 29 premieres Serrott and 
White set the Strategy, staged the 
show and made the pitch. At each 
they were aided by two sales promo 


grocery trade, ot 


tion men and a home economist trom 
headquarters, by the district sales 
manager for that area, the M & R 
local salesman and the local broke: 
and his salesmen. 
‘The schedule kept the troupe and 
a truckload of props moving fast. 
Although the 29 premieres stretched 
from May 1952 to February 1953, 
J in four months. 
Cincinnati was formerly invaded 
on May 6, but the next three markets 
Boston, Columbus and Pittsburgh 
were not opened until July. In 
September, 


nearly all were hel 


‘TVoledo and 
Detroit were added. ‘Vhen in October 
premieres reached into eight far-flung 
markets—trom Grand Rapids, But 
talo and Cleveland to Memphis, New 
Orleans, Jacksonville, Miami and 
‘Tampa. Hartford, Houston and Dal 
las were tackled in November. 

Atter a December hiatus the pace 
was stepped up. New York City was 
opened on January 7, Chicago Janu 
ary !2, Philadelphia January 16. 
Later that month, Serrott, White 
and staff premiered Pream in St. 
Louis, Kansas City, Baltimore and 
Washington. In early February they 
wound up with Peoria and Atlanta. 


Lousy ille, 


Later in 1953 they moved into 35 
other markets. 

Throughout the country M & R’s 
Food Products Division has a torce 
of 25 salesmen, who work unde 
four district sales managers with 82 
tood brokers. ‘The brokers’ men 


+50, all told 


supers, and othe: 


sell wholesalers, chains, 
direct accounts. 

‘The pattern developed for Cincin 
nati was followed at the other pre 
mieres. In each city the presentation 
was made at a leading hotel. ‘he 
number of invitees ranged trom 45 to 
market. 
About three-fourths of each group 
were buyers and merchandising ex 


300, according to size oft 


ecutives of the broker's direct ac 


counts, 
With Teasers, Daisies 


Four weeks betore a local premiere 
\I & R sent to each invitee a tease: 
card with yellow daisies on it: ‘Uhese 
daisies will tell... particularly about 
PREAM. . . . Tell you more next 
week.” 

‘The second teaser card said: “A 
daisy of a product . .. A daisv of 
a promotion 
Instant PREAM. 
next week.” 

Next week the recipient received 
a message from Western Union an 
nouncing that a new, exciting 
tood product will be presented to the 
leading men and women of the food 
field in Cincinnati. 

“The product is Pream; the time 
is 12:15, May 6; the place, Pream 
Premiere Luncheon, “‘Verrace Plaza 
Hotel, Parlor A. 


“You are cordially invited to at- 


AT COFFEE TIME the curtain lifted to reveal Pream and 
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\ daisy for profits: 
my Tell you more 


tend, so that you may be one of the 
first to know what Pream will do in 
Cincinnati.” 

After the wire came a ‘Tuesday, 
May 6” page trom a date pad, with 
‘“Pream Premiere’s” time and_ place 
noted, and a return postcard. 

At the hour of the premiere the 
wite of each guest received a gift 
package of Pream from “Sally Ross,” 
\I & R’s home economist. 

And at the premiere the daisies on 
the teaser cards (‘‘daisies won't tell”) 
came to life as boutonnieres tor the 
men and corsages tor the women. 
‘There was no sign of Pream. 

But to the local broker and_ his 
salesmen the product was not com 
pletely a surprise. Vhe might betore, 
Serrott and White had told them 
about Pream and the advertising to 
be put behind it in this market. ‘They 
were sworn to secrecy and not told 
what would happen at the premiere. 

One secret weapon was timing. 
\fter cocktails (if imbibing was cus 
tomary “announce 
ments’ in that market), the meal and 
presentation together took only 55 
minutes. Guests ate at daisy-decorated 


before business 


tables. No brand name, advertising 
material or product interrupted diges 
tive processes. Cards on the tables 
simply said that ‘our host has re 
quested that no coftee be served until 
the dessert course.” 

In +6 minutes, or less, the main 
meal was over. Then, with coffee, 
Pream was brought to each table. At 
the same 


moment a curtain was 


drawn to reveal on the stage blow-ups 
ot forthcoming newspaper advertise 
ments and displays fer stores. 


(seorge Serrott rose, stood beside 


a cottee table between the exhibits 


local promotion for it. 


tising was launched within fou Home economists have found a lot 
weeks. A typical newspaper schedule of ways to use it... in soups and 
was nine advertisements totaling 3,- vegetables, gravy and sauces; cake, 
9?1 lines in the leading metropolitan pancake and waffle mixes; for cereals, 
paper and in suburban dailies within biscuits and pastry; cocoa, custard 
a two-month period. In radio and and soda. You may have your Pream 
TV M & R bought daytime shows in mashed or escalloped potatoes, o1 
featuring “the local Arthur God- in such fancier forms as blanc mange, 
frey.”’ Car and bus cards were used fruit trifle or cheese souffle. Have you 
throughout each market. tried Pream eggnog? Then there are 

As the program developed last year Hot Buttered Pream, Spiced Pream, 
to reach all 64 markets. it included Pream Banana Chill. And if you like 
201 newspapers and 230 radio and Mock Zabagalione Sauce, don’t for- 
73 television stations. More than 200 get those “four tablespoonfuls Pream.” 
newspapers gave publicity to Pream. The End 


PREAMOTORS — George E. Ser- 
rott (left), sales director, and Wil- 
liam B. White, field sales manager 
of M & R’s food products division, | 


made a fast-moving pitch at 08: OH sop! | JUST CANT CRACK 
oESE MOSLER spares / 


Pream’'s local premieres. 


and welcomed the guests. With the 
help of a home economist, he demon- 
strated ‘‘Pream in your coffee.” “Then 
he introduced Bill White. 

In just seven minutes, White 
delved into a dozen factors about 
Pream, its development, promotion 
and potentials—wrapped up in the 
theme, ‘‘What Pream Will Do for 
You.” Before the hour ended each 
guest departed with a package of 
Pream. Immediately after the pre- 
miere, the broker's salesmen were out 
calling on these buyers for orders. 

Already White, in his talk, could 
produce evidence of ‘‘demand.”’ Crime and Consequences 
Pream had been tested not only in 
MI & R’s own kitchens and by other 
home economists and research tech- 
nicians, but by consumers. National 
Family Opinion had found that 
women liked the product’s “conveni- 


ence oT 


Mosler Safe Co. thinks it is foolish for little businessmen (or 
big ones, for that matter) to sit up nights worrying about burglars 
rifling the company till. So it has produced a bright-eyed booklet 
designed to allav fears. The booklet, with all sorts of cartoons, is 
titled “How to Discourage Tough Customers.” 


isé and ot storing. 
Of families surveyed, 86.5% said 


Packed inside is to-the-point, but not gun point, information: 25 
would buy Pream. 


tips on cash handling in the modern food store. And to get the 
reader really interested, a preface says that, according to the FBI, 
in the first six months of last year there were 252,510 burglaries— 
one every 1.12 minutes. There was a holdup every 8.8 minutes. 
Scared? Mosler hoped store owners would be. Implication of the 
id the national volume of booklet: Mosler protection is needed. Other than that here are a 
fluid cream to be $467,542.000. few of the recommendations Mosler makes: 
But the grocer’s share of the “cof- 
fee crean market was only 22%. 
And of the rotal $4 billion fluid-milk 
volume, the grocer got only 11%. ... Don’t hide your money safe where it can’t be seen from the 
Pream would be advertised, White street. 
said, in newspapers, TV, radio and 
car cards in this market. It would 
be merchandised with “point-of-pur- 


tor grocery-store potentials with 
product, White showed that ev- 
second coffee drinker is a coffee 
cream customer. In 1950 Food Top- 


ics four 


... Don’t leave your store unlighted overnight. 


... Don’t operate without a planned, proven cash protection system. 


chase material, demonstrations and 
advertising mats.’’ He showed adver- 
tisements to be scheduled there. 
Until after the local premiere, 
media representatives did not know 
whether they were on the Pream 
schedule. Distribution was developed 
rapidly and usually consumer adver- 


... Don’t keep your cash protection a secret from bandits. 
... Don’t write down the combination of your money safe. 


And, finally, Mosler urges, don’t take advice on cash protection 
from anyone but an expert. Naturally that means Mosler. 


44 SALES MANAGEMENT 


the two sides 
of every 


spent for 
sales 


E.cLuRtEUSs UNUM 


This is the familiar side of the selling penny ...the side that portrays 
the salesman, who, in the course of selling, strives to bring to one 
successful conclusion the many related activities of advertising, 
distributing, servicing. 


iv G6e WE TRUS 

Y\_ This is the buyer's side of the same penny ... the side that calls 
to mind the typical industrial buyer's problems of finding the right 
information about products, comparing available types and makes, 
selecting companies to contact. 
It is significant that this side of the penny bears the legend, in cop 
WE TRUST, for all too often the buyer has no other reliable source on 
which to pin his faith. He grasps prayerfully at such information as is 
available, and trusts that it is adequate. And if it isn’t, Lord help him! 


To us it seems that the industrial marketer has here not only an obligation to 
those who may want to buy his product—he also has an opportunity—the 
opportunity to speed sales at lower unit cost by helping buyers buy! 


We've been able to help some clients do this. Like to hear about it? 


The Schuyler Hopper Company 


12 East 41st Street, New York 17, New York LExington 2-3135 
**Ditch-Digging Advertising’’* that Sells by Helping People Buy 


* REG U.S. PAT. OFF. 
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Advertising offices, 


30 Rockefeller Plaza, New ¥ NOW MORE 


20, N.Y. Other advertising offices 

in Boston, Philadelphia, 

Cleveland, Detroit, Chicago, ; 
St. Louis, San Francisco, A MARKET 


and Washington 
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America’s Class News Magazine 
FIRST IN ITS FIELD 
IN MEDIA PROMOTION 
ADVERTISING 


The men charged with the responsibility of buying space for America’s 

leading magazines, newspapers, radio and TV stations and advertising agencies 
make it a very special point to study, and to know, media and markets. 
Because they build up their own sales and profits only through their ability 

to build up sales and profits for others, they have to know where today’s 
advertising dollar gets most effective, resultful coverage. 

It’s significant that these men place more of their own advertising in 
“U.S.NEWS & WORLD REPORT” than in any other magazine in the field. You don’t 
have to dig far to find why. “U.S.NEWS & WORLD REPORT” concentrates on 
the essential, pocketbook news. It just naturally attracts the get-out-and- 
get-things-done type of executive--the man who initiates the idea, the man 
who okays it, the man who eventually places the order. In some organizations, 
that’s one man; in others, it’s ten or a hundred or more, By its unique 
reporting of the news that affects important business plans and personal 
decisions, “U.S.NEWS & WORLD REPORT” has primary appeal to all of them. 


Pa] 


E MARKET BUILDERS 


In poll after poll of America’s business and industrial executives, 
“U.S.NEWS & WORLD REPORT” comes out first as the most useful magazine in 


U 

y 
¥ 
‘ 


its field, the magazine in which they place the most confidence. 

If you're intent on building a bigger and more active market for your 
goods or services this year, you'll find ““U.s.NEWS & WORLD REPORT” your most 
effective way to cover the people with the important jobs in business, 
industry, government and the professions, who can spark the interest you're 
looking for. That applies to their buying power as consumers too. 

Some 80° of our subscriptions go home, where the family income averages 
$14,503, and where seven out of ten of the wives are also readers. 


MEDIA ADVERTISERS IN “U.S.NEWS & WORLD REPORT" (\fueuzines, Newspapers, Radio and TV Stations) 
1953 ADVERTISERS: Curtis Publishing Co. The Reporter AND THESE NEW ADVERTISERS 


HOLID 4 ct 25tt 
Atlantic Monthly — Journal of Commerce of N. Y WEES Cie Sane 00 


‘ Dodge Construction Reports 

Capper Publications, Inc lentitations Mannsion Kiplinger Washington Letters Crosley Broadcasting Corp 
APPER'S FARMER sie Meredith Publishing Co Crowell-Collier Publishing Co 
MICHIGAN FARMER Dow-Jones & Co., Inc awn Cone © WOMAN'S HOME COMPANION 


10 3ARRON’S BETTER HOMES & GARDEN: 
OHIO FARMER BARRON ‘ . Macfadden Publications, Inc 
PENNSYLVANIA FARMER Farm Journal, Inc National Broadcasting Co TRUE STORY WOMEN'S GROUP 


Crowell- | FARM JOURNAI 
“aukenaene P TOWN JOURNAL Wall Street Journal eas aa 
ANit UAI 1AG ! .. 


OLLIER’S Forbes Magazine Woman's Day 


Seattle Times 


THAN 675,000 NET PAID CIRCULATION 


ee ae 


NOT DUPLICATED BY ANY OTHER MAGAZINE IN THE FIELD 


JULY 15, 1954 


NOW HE’S PRESIDENT: Ex-Formica dem- 
onstrator Robert F. Grace (left) forms a 
sheet of Formica with tools of his own de- 
sign. Right, W. W. Wullschleger, executive 
vice-president, Grace Fabri-Tool Co., Inc. 


He Was Given the Brush-Off 


No one wanted to make and market 28-year-old Robert 


Grace's new specialty tools. So he built a sales organiza- 


tion and now it's easy to get tools custom manufactured. 


How did he recognize the market when others didn't? 


BY EDGAR C. HANFORD 


If you can’t get others to produce 
and market your ideas, do it yourself. 

That’s the philosophy Robert F. 
Grace, 28-year-old head of Grace 
Fabri-Tool Co., Inc., Cincinnati, 
adopted when manufacturers ot 
woodworking and fabricating equip- 
ment cold-shouldered his proposition: 
to put out special tools and equip- 
ment for cutting and forming For- 
mica, a widely-used laminated plastic. 

Grace formed 
making his first 
sales in April. Now 15 months later, 
the company is doing a volume ex- 
pected to reach a half million dol- 
lars this year, with 


In January, 1953 


his own company 


prospects for 
greatly multiplied volume in the next 
couple of years. Sales for the first 
three months of 1954 were substan- 
tially ahead of volume for the nine- 
month 1953 operation. 
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The company at present has nearly 
100 distributors, each with inven- 
tories of Grace tools up to $5,000. 
New distributors are added monthly 
through another precedent-breaking 
practice: Grace tools are sold through 
Formica distributors, not established 
tool outlets. 

Formica distributors had little o1 
no experience in tool selling. Grace 
reasoned their knowledge of their 
product would offset this handicap, 
make them more effective in selling 
Grace specialized tuols to Formica 
customers than tool distributors 
handling several lines. Customers for 
(jrace tools are limited mainly to the 
more than 10,000 United States cabi- 
net and woodworking shops using 
Formica, and the several thousand 
such shops abroad. 
distributors 


Letters to Formica 


and users, announcing formation ot 
Grace Fabri-Tool Co., its purposes 
and ‘sales setup, pulled immediate 
more than 500 Grace 
tools, requests for more detailed in- 
formation. 

As quickly as new tools are de- 
signed, tested and placed in produc- 
tion, the firm’s advertising agency, 
Perry-Brown, Inc., 
pares catalog pages. 
detailed information on a_ specific 
Grace product. The slant: /Jlow 
good, 10%; how to, 90%. 

“(Customers for our tools are pri- 
marily interested in the ‘how to’,” 
says Grace, “ ‘how to’ cut working 
time and overhead and increase prot- 


orders for 


Cincinnati, pre- 
Each contains 


its. Our catalog pages are designed 
to impress prospective customers with 
how Grace tools will accomplish these 
results. It’s been our experience that 
as soon as a customer proves the 
‘how to’ of any of our tools, he’s 
a live prospect tor others.” 

More than 30 Grace tools for the 
fabrication of Formica and other lam- 
inated plastics are now in use. Ad- 
ditional tools are being developed in 
Grace’s experimental laboratory. As 
each tool is perfected, Grace contracts 
with established tool manufacturers 
for its production. 

“Tool makers are willing to pro- 
duce my line of tools,” he explains, 
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CHART! 


-1953 
| 


There are only two ways in which 
a newspaper can be FIRST. It can 
be the leading medium for adver- 
tising in its market, and the above 
chart sews that one up pretty neatly. 


As for the second factor, you could 
call it reciprocal loyalty. For a 
newspaper, it means taking full 
responsibility as a citizen of the 
community it serves. For readers 
it means loyalty and a warm re- 
sponse to editorial efforts . . . dra- 
matically illustrated by the millions 


Sourde Media| Records 


of people who have attended 
Inquirer Charities events... the 
hundreds of thousands of dollars 
Inquirer Charities has given to 
the needy. 


This is but one aspect of THE 
INQUIRER’s multi-faceted par- 
ticipation in the affairs of Dela- 
ware Valley, U.S.A. It is but one 
indication that Philadelphians 
know we have a heart, and have 
taken us to theirs. 


The Philadelphia Mnquirer 


The Voice of Delaware Valley, U.S.A. 


Phenomenal Growth in 


DELAWARE VALLEY, 
U.S.A. 


Population up 20% since 1940! 
Over 42 million people now live 
in the world’s great- 
est industrial area 
... and still the Val- 
ley grows: 5 million 
population esti- 
mated by 1960! 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


West Coast Representatives: 
SAN FRANCISCO 


FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


DETROIT 


GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


LOS ANGELES 


FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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there’s an easier way 
to reach military buyers 


You can “drop in” on every Armed Forces purchasing officer 
in the United States and overseas, through the pages of 
THE MILITARY MARKET, the monthly magazine for military 
buyers everywhere. These men can put your product before 
the 3!. million consumers in the Armed Forces and their 
families through the Service-controlled Exchanges, Com- 
missaries, Clubs and Messes where much of the 8 billion 
dollar annual Service payroll is spent. 

THE MILITARY MARKET offers editorials, news and features 
of immediate interest to military merchandisers. Thorough 
readership assures “‘good visibility” for your advertisement. 
The editors of THE MILITARY MARKET, experienced in trade 
paper publication, guarantee widest circulation in their 
field —15,000 per month. 

Here’s vour chance to do business in the rich Armed Forces 
consumer market. Get ‘“‘How to Sell” information and market 
data from our nearest office. 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


i Military yf 
Be Mariel smrreer morn Circulation Guarantee: 15,000 per month 


THE MILITARY MARKET 


The Monthly Magazine for Military Buyers Everywhere 


- 


TIMES PUBLISHING CO. 3132 M St., N.W., Washington 7, D. C. 


publishers of 


ARMY TIMES - AIR FORCE TIMES - NAVY TIMES - AIR FORCE DAILY. The American Daily in Europe 


NEW YORK: 41 East 42nd St ° LOS ANGELES: 6399 Wilshire Blvd 

CHICAGO: 203 N. Wabash Ave ~ SAN FRANCISCO: Monadnock Bldg 

PHILADELPHIA: R.W. McCarney, 1015 Chestnut St. © BOSTON: John Hancock Bidg 
ATLANTA: Weaver, Inc. 1447 Peachtree St. N. E 

LONDON ¢ FRANKFURT © PARIS © ROME © TOKYO ¢« CASABLANCA 


“so long as they are relieved of the 
responsibility of designing and mar- 
keting them. Of course my main in- 
terest is in selling tools specifically 
designed for forming and applying 
Formica, so everyone is happy with 
the setup.” 

Grace tools have proved remark- 
ably effective in saving time and labor 
and cutting down waste for Formica 
fabricators. 

For instance: It takes eight hours 
to glue Formica to wood cores with 
conventional equipment; the job can 
be done in six minutes with the Grace 
vacuum press. Bonus: The Grace 
press costs $1,650, considerably less 
than the heavier, more complicated 
pressure models. 

Other examples: It takes two 
hours to bevel-trim a Formica top 
with conventional equipment; the 
Grace bevel trimmer enables the me- 
chanic to complete the work as fast 
as he can handle the material. With 
conventional equipment post-forming 
rejects are excessive, mainly due to 
inadequate heat control; with the 
Grace machine heat is regulated to 
the exact 325 degrees required, cut- 
ting rejects to less than one percent. 

Similar savings have resulted from 
the use of Grace equipment for rout- 
ing and slot and spline-groove cut- 
ting. Grace clamps and forming cores 
likewise speed and simplify work in 
fabricating shops. 


What Is Formica? 


Formica is a laminated plastic made 
of layers of specially processed papers 
impregnated with synthetic resins, 
and cured under intense heat and 
pressure which fuse the layers into 
1/16-inch sheets. Fabricators bond ‘it 
to plywood or hardboard as a sur- 
face material for flat surfaces on 
bathroom and bedroom vanities, kit- 
chen drainboards and tables, and a 
wide variety of living room, com 
mercial and industrial furniture and 
furnishings. 

Ordinary woodworking tools can 
be used for cutting Formica; thev are 
recommended for “do-it-yourself” ap- 
plications. But, because of varying 
limitations, these tools have been 
found inadequate for volume quality 
production, especially in bending. 
Somewhat brittle, Formica must be 
carefully heat-treated at exact tem- 
peratures to be bent without cracking 
or blistering. 

Grace made these discoveries in 
1942 on his first Formica job as an 
after-school apprentice in his father’s 
large cabinet shop in Springfield, Mo. 
The elder Grace had been awarded a 


SALES MANAGEMENT 


contract to build ; ind install counters 
and tables in a bank, with Formica 
specified for the flat 
of the shop’s 


surfaces. None 
craft€men was familiat 
with Formica, so voung Grace was 
assigned the job ot cutting the For- 
mica sheets and bonding the material 
to plywood cores. 

Impressed with the beauty and 
serviceability of Formica, he never- 
theless had difficulty completing the 
job with the tools available in the 
shop. Other Formica jobs followed. 
Apprentice Grace became an expert 
worker with the material. 

Following Army Air Corps service 
and three vears of schooling at Drury 
College, Springfield, Grace sold the 
Formica Co. the idea of demonstrat- 
ing approved methods of cutting and 
forming the plastic before groups of 
fabricators and cabinetmakers across 
the country. 

‘Two vears of staging these demon- 
strations convinced Grace that For- 
mica could be fabricated quicker and 
less expensively with tools designed 
specifically for the purpose. Formica 
officials agreed, but when tool manu- 
facturers showed little interest in 
(jrace’s ideas, he determined to prove 
his point by organizing his own com- 
pany to design and distribute the 
tools. 

Obviously, a half million dollars or 
more could have been sunk in a manu- 
facturing plant. Grace had neither 
the money nor the desire to tie him- 
self into that kind of financial knot. 
Instead, he set un the experimental 
laboratory, where he and a half-dozen 
engineers and expert mechanics de- 
velop new tools. 

While experimental work on new 
Cirace tools constantly is under way, 
the line’s present comprehensiveness 
justified a schedule of business maga- 
It began in April. 

Media chosen were Flooring, In- 
dustrial Woodworking, American 
Lumb rman ef Bu lding Products 
VWerchandiser and Carpenter. The 
schedule called for quarter-page ad 
vertisements in each magazine in 


\pril, May and June and the same 


zine advertising. 


tor September through December. 
Full-page advertisements will be run 
later this year in the two magazines 
pulling the most sales-producing in- 
quiries. 

Featuring one tool, each advertise- 
ment has been designed to interest 
readers in the entire Grace line, 
prompt them to mai! the return cou- 
pon for detailed descriptive literature. 

Inquirers receive catalog pages and 
newsletter-type mailing pieces which 
list the name of the nearest dis- 
tributor. 

Inquiries serve two other purposes : 
(1) Suggest leads for establishing 
new dealerships; (2) provide oppor- 
tunity for building up interest in fab- 
ricating 
meetings, scheduled in coming months 
in many cities. Grace remains thor- 
oughly sold on the importance of per- 


demonstrations and __ sales 


sonal contacts with prospective cus- 
tomers. 

Meanwhile, Grace and two of his 
company officers, 28-year-old execu- 
tive vice-president W. W. Wull- 
schleger, and Robert W. Schellen- 
berg, 23-year-old vice-president in 
charge of sales, have been tackling 
the important job of lining up 
additional authorized — distributors 
throughout the Helpful 
tool is the recently launched house 
publication, ‘A Letter from Grace,” 
filled with homely comments on com- 


country. 


pany tools and personnel. 

(Grace, of course, faces the con 
tinuing problem of educating his dis- 
tributors and their salesmen. They 
must be able to demonstrate the ad- 
vantages of Grace tools and equip- 
ment to prospective customers, most 
of whom are operaters of relatively 
small cabinet and woodworking shops, 
along with floor covering firms that 
install Formica. 

Grace Fabri-Vool’s young presi- 
dent makes his constant trips around 
the country serve two related pur- 
poses: He trains distributors and their 
salesmen to become enthusiastic Grace 
tool boosters, and demonstrates com- 
pany products at meetings of up to 
500 fabricators. The End 


catches point, so does audience—of prospects. 


Can You Use This idea? 


Notes, rough, on product testing before mass audience: (1) Standard Pressed 
Steel Co., Jenkintown, Pa., aims closed circuit TV camera at display booth, 
visitors at tool engineers exposition can see company's Unbrako set screws tested 
for strength. (2) Test machine begins to vibrate—1,275 cycles per minute. (3) 
Machine beats tattoo upon test screws—Standard Pressed Steel's and competi- 


tor's. (4) Pow! Competitive screws give way; SPS screws hold fast. (5) TV screen 


Stickin Around 
with KLEEN-STIK 


TAKE IT OFF... TAKE IT OFF! 
Not KLEEN-STIK! Thousands of 


delighted users say this super- 
stickin’ moistureless adhesive stays 
on! But one of its many, many 
ingenious uses is to hold pads of 
**Take-Ones’’ (coupons, order 
ecards, entry blanks, ete.) so that 
customers can take *em off. Like 
for instance: 


OLIVES 
make 
good! 


Good macaroni dishes and good sales 
records, that is! California’s OLIVE 
ADVISORY BOARD got w-i-d-e 
distribution of ‘Ripe Olive”’ recipes 
through these simple Tear Sheet 
Pads. Equipped with KLEEN- 
STIK backing, they’re easy to put 
up (just peel and press) . . . and 
tough to withstand pulling by eager 
hausfraus. This ap-'‘peel’’-ing stunt 
was worked out by WALLY 
SMITH of the Board and BOB 
CAMPBELL, production man in 
J. WALTER THOMPSON’s San 
Francisco office . . . with SAM 
DONAHUE of DONAHUE 
LITHO turning in a solid produc- 
tion job. 


Let‘s make HAY... 


Or better still, Terra Verde Alfalfa! 
That’s what plenty of farmers did 
after reading the informative book- 

let put out by NORTHRUP KING 
& CO., Minneapolis. To put the 
pamphlets “in the swing’’ for eye- 

catching distribution, BBD&O’s 
Inspiration Dept. came up with the 
quite bright idea of dangling them 
from “‘king’’-sized spots of — guess 
what? —-KLEEN-STIK! This 
miracle stickum holds tight on walls, 
windows, etc. of dealer outlets 
Fine crop of litho work by RAY 
JOHNSON of McGILL COM- 
PANY! 


Nobody gets stuck when you use 
KLEEN-STIK for **Take-Ones” or 
hundreds of other P.O.P.. sales- 
starters. Comes in a full array of 
plain ’n fancy printing stocks—see 
your regular printing, litho, or 
silk-screen man for samples and 
eye-deas. Or, join our free **Idea- 
of-the-Month’? Club—write on 
your letterhead today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, II! 
Pioneers in pressure sensitives for Advertising and Labeling 
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USING ADVERTISING AS A SALES TOOL — No. 7 in a Series. 


Alloy Steel Users — 


this heat treating 
handbook 


is for Qh 


Jam-packed with valuable information on heat treating, this new 
55-page handbook has been specially prepared for those working 
with alloy steels. 

It contains all salient data for normalizing, annealing, car- 
burizing, flame hardening and other heat treating methods. 
Includes data and charts on critical points, nitriding depths, 
mechanical properties and other essential information. You'll find 
it invaluable for reference and well worth adding to your per- 
sonal library. For a complimentary copy send your LENquiry 
today or write Frasse. 


Designed to Pull Inquiries .. . 


... this advertisement, 3'4"x434” (full size for 
publication in which it appeared), offers a 
booklet covering a technical subject, the heat 
treating of alloy steels. Says Dolan: “It was 
designed specifically for a particular trade 
publication, planned to fit the format and 
readership. We've placed many other adver- 
tisements similar to it, but in my opinion this 
one was the most effective. It pulled in 1,675 
inquiries.” 


Frasse alloy steel stocks include: 
Rounds 3140 4340 
Hexagons 4130 8620 
Sheets 4142 TS 8620 
Plates 4142 H.T. 8630 
Tubes TS 4142 8740 
TS 4142 HLT. 
Aircraft grades conform to Gov't “specs” 


Peter A. FRASSE and Co., Inc. 


17 Grand Street, New York 13, N.Y. 
Hartford e Philadelphia ° Buffalo + 


Syracuse 


fd:. N 
industrial Equipment Neu August! 


This Ad Gave Prospects, Salesmen 
Opportunity to Get Acquainted 


By Bernard Dolan * Manager of Sales, Peter A. Frasse and Co., Inc. 


The Frasse advertisement, shown 
here, produced more than 1,600 in- 
quiries for one piece of promotional 
literature which, in turn, provided 
important leads for the sales force. 

This is one of the best known 
applications of advertising as a sales 
tool, particularly in the industrial 
field where the selling is specialized, 
the product of a technical nature, 
and engineering help for the customer 
essential. 

It is not uncommon for the manu- 
tacturer or seller in the industrial 
tield to offer literature, usually free 
of charge, to his prospects. This is 
a necessary service if he is to qualify 
as an established, competent source 
for his product. It is also the per- 
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fect means for wider and deeper pene- 
tration of his markets. 

By pulling more than 1,600 in- 
quiries from four insertions—three in 
one publication, and one in a similar 
medium—this advertisement was con- 
sidered a successful inquiry producer. 
It was created by our Assistant Ad- 
vertising Manager William E. Stoehs 
with two basic purposes in mind: 

1. To obtain the names of as many 
alloy steel users as possible. 

2. ‘To increase distribution of 
Frasse’s alloy steels literature, thus 
spreading news of the company as a 
source for this material. 

‘The advertisement was prepared 
especially for a specific publication, 
Industrial Equipment News, a 


monthly geared to produce product 
information inquiries. It first ap- 
peared in the August, 1953, issue 
and was repeated in September. 

These two insertions brought a 
total of 963 inquiries. 

Because ot the two successful in- 
sertions the advertisement was given 
a third run in December. This pulled 
360 additional requests. Decision was 
then made to try it in another pub- 
lication similar to Industrial Equip- 
ment News in format and readership. 
New Equipment Digest was chosen 
and the advertisement appeared in 
the February, 1954, issue. It pro- 
duced an additional 352 inquiries, 
bringing the total to 1,675. We feel 
this advertisement has not yet out- 
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It’s as simple as this: 
Highest Tower plus Maximum Power equal Channel 5 
To a television station already great by any normal standards 
add — Chicago’s Highest Television Antenna 
add — Chicago's only station with maximum power authorized by the FCC 
result— IW NBQ—now delivering in the teeming heart of 


{merica’s second largest market a better signal to more than two million television homes 


WNBOQ—the NBC station vou already know for its quality in programming, audience acceptance, mer- 
chandising and sales impact is now transmitting a more powerful, more efficient picture to an even greater 


portion of the rich heart of the Middle West. This market represents almost 15 billion dollars in effective 


It's obvious—vour television advertising will look better to more people on 


a) 
a WNBQ channel —- WES 


Represented by NBC Spot Sales 


huying power and is now dominated by the vast new WNBQ tower, the highest TV antenna in the area. ] 


“This is the size we make for the Growing Greensboro Market!" 


ee 


FOR FAST-DEVELOPING SALES in the 
South’s No. 1 State — put your products in 
the Growing Greensboro Market picture, 
where 1/6 of North Carolina’s 4-million 
people account for 1/5 of the state’s total 
retail sales... Whether your business is food 
gasoline, furniture, apparel, drug or general 
merchandise — you'll bring into sharp focus 
20% of North Carolina’s buying activity, 
here in the Growing Greensboro Market — 
served daily by 104,000 copies of the 
GREENSBORO NEWS and RECORD... 


MINIATURE 


The only medium with dominant coverage in 
the Greensboro ABC Market, with selling 
influence in over half of North Carolina! 


Greensboro 
News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Sales Management Figures 
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lived its usefulness and at a later 
date it will be run again. 

Note that the advertisment mea- 
sures only 314” x 434”, full size 
for the publications in which it ap- 
peared. Frequently in these publica- 
tions an advertisement competes with 
as many as 13 others for the reader’s 
attention as he turns the pages. To 
meet this competition the advertise- 
ment must be carefully planned. 

Let’s look at this advertisement. 
What made it work? 

‘To begin, the handbook shown has 
practical value for users of alloy 
steels. ‘The lure is “attractive,” mak- 
ing it worth the reader’s time to 
write for it (offering a dressed-up 
but shopworn item is wasteful). 

In addition, the advertisement 
“sells” with these points: 


1. Headline: Large enough to be 
readily seen. Immediately selects the 
tvpe of readership desired—alloy 
steel users. 


2. Sub-headline: Actually a part 
of the headline. It completes the 
story and makes the promise. The 
reader, having gone this far, can 
have little doubt as to what is offered 
and what it is about. 
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BERNARD DOLAN ... 


... has been with Frasse, a dis- 
tributor of alloy, stainless, cold 
finished carbon steels and tubing 
since 1933, and has successively 
held posts in the sales, purchasing 
and advertising departments. He 
was appointed advertising manager 
in 1938 . . . manager of sales pro- 
motion in 1941 and, more recently, 
manager of merchandising. 

In his latest assignment he man- 
ages Frasse sales in the New York, 
New Jersey and Connecticut areas. 
He also directs company advertis- 
ing and sales promotion. 

During World War II he served 
as task director of the Advertising 
Council campaign on the Conser- 
vation of Small Tools ... during 
1944, president of the Industrial 
Advertisers Association in New 
York ... from 1949-50, president 
of the National Industrial Adver- 
tisers Association ... and at pres- 
ent is a member of several of 
NIAA’s committees including the 
Continuing Study of Business 
Paper Readership conducted by the 
Advertising Research Foundation. 


3. Illustration: Boldy pictured, 
leaving no question in the reader's 
mind as to what it is. In the type of 
publication used this bold display 
serves as an attention-getter. 


4. Copy: Short and to the point. 
‘The reader knows exactly what he'll 
get. There will be no letdown when 
the handbook arrives. The actual 
offer or request for action concludes 
the explanatory text. The boxed text 
lists the shapes and grades of alloy 
steels stocked by Frasse. This listing 
further identifies Frasse as a source 
for complete alloy steel service. 


5. Signature: In bold type, large 
enough to be seen at a glance. For 
the hurried reader there is a quick 
association of Frasse with alloy steels. 

These are the elements which were 
combined in an effective layout to 
make a successful advertisement. ‘lo 
reiterate a poiat made earlier, the 
success of this advertisement de- 
pended largely on its special prepara- 
tion for a specific publication. Dur- 
ing the course of a year we prepare 
a number of advertisements for dif- 
ferent magazines. These advertise- 
ments encompass case histories, an- 
nouncements, display types, etc. Each 
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If you sell.to industry this free booklet can 
help you to get more orders at lower unit 
cost .— It describes:— mA dynamic con- 
cept of catalog design and distribution. 
—sA practical method of coordinating 
your advertising and catalogs to get more 
orders per hundred sales calls.— mA new 


technique for measuring the effectiveness 


of your entire catalog program. Bie 


alog Service 


your catalogs key to more | 


orders at lower cost 


400 


Please send me 


‘Your catalog 


key to more orders at 


iO 


wer cost” 


Don’t Burden Your Key People 
With Moving Day Problems... 


Time loss can be a big item of expense 


when you move personnel. To get your 


people moved smoothly... 


.and on their 


new job promptly ....call your nearest 


UNITED VAN LINES’ Agent. He’ll Pre- 


Plan every detail .. 


. Save you and your 


personnel all worry. And a Pre-Planned 


move costs no 


more. 


oo 
United VAN LINES, inc. 


MOVING WITH CARE EVERYWHERE 


OVER 400 AGENTS IN U.S. and CANADA 


has its place and serves its purpose. 
But when we want enquiries, we 
choose a publication designed to pull 
them in, then create an advertise 
ment that fits the format and reader 
ship of that medium. It pays off. 

As stated before, this particulat 
advertisement was planned with two 
basic objectives in mind. Both were 
achieved by the 1,675 inquiries. Of 
course if each inquiry 
one sales lead, this would be an easy 
business. Unfortunately, such is not 
the case. Many inquires come from 
our own accounts and while they 
cannot be 


represented 


classified as sales leads, 
they serve a valuable purpose. For 
example they may: 

1. Indicate interest in an item not 
previously purchased from a_ firm 


nal 


handling diversified merchandise. 

2. Provide an opportunity to “re- 
! 

Il’ present customers and keep them 
iware of the company name. 


se 


3. Provide a way to build goodwill 
through literature designed to help 


customers solve technical problems, 


selection, production, design, etc. 

But the gems among inquiries are 
the new faces—the firms with whom 
the company has never before done 
business. At Frasse we examine these 
“oems’ carefully. We 
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check the 


Other Articles in 
This Series ... 


“This One Says Something — 
Officially,” Vacuum Cleaner Di- 
vision, Lewyt Corp., April 1 SM. 

“An Outstanding Ad Has Nine 
Lives,” G. H. Tennant Co., May 
1 SM. 

“Freddy and Norge Use the 
Subtle Touch,” Norge Division, 
Borg-Warner Corp., May 20 SM. 

“Tailored to Reader Interest,” 
Acoustical Department, Arm- 
strong Corp Co., June 1 SM. 

“The Real Pros Show How to 
Sell,” Power Tool Division, 
Rockwell Manufacturing Co., 
June 15 SM. 

“No More ‘Skippish’ Ads for 
Hotpoint,” Hot Point Co., July 
1 SM. 


nature of the prospect's business, 
credit rating and title of the in- 
quirer. If inquiries meet this test, or 
the better part of it, we have bona 
fide sales leads for our sales force. 
From this point, sales leads are 
really put to work. They are passed 


Headquarters— ST. LOUIS 17, MISSOURI 


on to our assistant sales manager 
who assigns individual salesmen to 
follow through. With this assignment 
the salesman is given preparatory 
information for the sales call. 

How does this information help 
the salesman? First, he knows the 
nature of the prospect’s business and 
—most important—he knows which 
product interests the prospect. Equal- 
ly important, he knows the prospect 
has taken the initiative in informing 
the company of his interest or needs 

has, in a sense, “invited’’ the sales- 
man to call. Furthermore, he knows 
the prospect has had time to familiar- 
ize himself with the Frasse organiza- 
tion through the literature and_ is 
aware that Frasse Technical Service 
stands ready to assist. This means 
that the door has been opened at 
least partially for him. He knows 
quite a bit about his prospect before 
he makes his call and feels that he 
will be favorably received. 

After the follow-up sales call the 
salesman reports his findings to the 
home office. In many cases, additional 
technical literature is sent to the pros- 
pect at his request, and his name is 
added to the list for subsequent pro- 
motional mailings. This is one way 
in which Frasse successfully uses ad- 
vertising as a sales tool. The End 
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A SPECIAL ANNOUNCEMENT 


For the first timé in its nine-year history, WSM’s famous daily farm 
program, “Noontime Neighbors” is now being offered for sale. 


“Noontime Neighbors” (12:30-1:00 p.m. Mon.-Fri.) has been saluted 
repeatedly in the trade press and elsewhere as the biggest and best 
noontime farm show in American radio. 


Now WSM has decided to take a limited number of Grade A 
accounts on a highly selective basis — selective because on this show 
the products will automatically carry the powerful endorsement of 
WSM’s Farm Department, headed by John McDonald, around whom 
the show is built. 


Also featured regularly on “Noontime Néighbors” are Owen Bradley 
and his band, Announcer Tom Hanserd, and regular Big Name guest 
stars from the Grand Ole Opry. 


Contact Tom Harrison at WSM or any Petry Man for further details. 


| W S NM Nashville 


Clear Channel + 50,000 Watts 


SULLY 18... £9054 


NO. 3 IN A SERIES 


Adventures in Shopping— 
The Discount Houses 


BY THE SALES MANAGEMENT STAFF 


Even a 75%, markup isn't a profit, for there has to be a sale; the 
discounters—currently at least—make money because they 


achieve quick turnover. This report covers: 


Admiral air conditioners 


All detergent 

Benrus watches 
Brearley scales 
Detecto scales 


G-E toasters, air conditioners 


lo those who labor under the mis- 
discounting and 
price cutting apply only to the New 
York metropolitan area market, we 


ipprehension — that 


call attention to the following ex 
hibits trom Montreal, Philadelphia, 
Cincinnati and Cleveland. If space 
permitted, the examples would be 
ontinued from coast to coast, borde: 
to border, big city and small town. 

lhe Cleveland report on ‘The Re 
ord Mart stresses the situation on 
high-ticket, white-goods merchandise. 
Several readers have called attention 
to the apparent paradox where vari- 
Ous Manutacturers of appliances fall 
ade certain items, apparently con- 
done price cutting on others. On this 
problem, M. J. Dunn of the Port 
ible Appliance Division of Westing- 
house writes us as follows: 

“As you know, our appliance di 
ision is broken down into three sep 
arate operations: Major Appliances, 
Retrigeration Specialties and Portable 
\ppliances. ‘he only products that 
are covered by fair trade contracts 
ire the electric 
which come unde 


nousewares items 

Portable Appli- 
ances, 

“Major appliances, ‘1'V, radio, air 
onditioning, vacuum cleaners and 
tans are not fair traded at retail tor 
they are all high-ticket merchandise 
which, of course, requires a lot of 
thought and consideration by the con- 
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Int'l Harvester air conditioners 


Philco refrigerators; air conditioners 


Schick razors 


Silex coffee services 
Sunbeam mixers, coffee masters 


stimel before he or she decides on the 
purchase. Dealers realize a lower per- 
centage of profit from the sales of 
major items. However, the dollar re 
turn is much greater than on electric 
housewares, and the dealer therefore 
illows for trade-in and many other 
price concessions to get the consumer 
to buy. Dealers cannot afford to do 
this on electric housewares as their 
dollar return must pay them for thei: 
sales time, effort, 
lniterest. 


investment and 


“Nlajor items require a large in- 
vestment in capital and sales concen- 
tration, and for that reason manufac- 
turers franchise dealers on high-ticket 
merchandise. Electric, housewares are 
impulse merchandise, low unit of sales 
and correspondingly ‘low dollar re- 
turn when compared to major items. 

“Consumers buy whenever they 
see electric housewares, as the im- 
pulse motivation is very high on these 
products. In order to fill the demand 
tor electric housewares. manufactur- 
ers must sell their products to many 
dealers in a variety of retail outlets, 
to gain maximum exposure through 
display. ‘Vhis fair-traded merchandise 
is backed by strong national advertis- 
ing at established retail prices which 
consumers accept and buy without 
trade-in or price concessions usually. 
Most electric housewares are pur- 
chased as gifts for they have an estab- 


Whirlpool washers 


lished value in the eyes of the con 
sumer, either as a ziver or recipient. 

“Major items require more space 
in the home due to their size. Conse- 
quently, the problem of disposing of 
the current major product, such as a 
refrigerator, is one that the dealei 
must answer and he needs flexibility 
in the price of the product to be able 
to transact business.” 

Still another questionable state 
ment in the Cleveland reports quotes 
a department store buyer to the effect 
that ‘the manufacturer has no way 
of tracing the merchandise.” 

He has an easy way—according to 
a Detroit newspaper executive who 
tells us: ‘All major appliances have 
serial numbers; a check of the num- 
bers will reveal the source of supply 
to the discount houses which are not 
‘authorized dealers’ of major brand 
merchandise; the manufacturers can 
then stop the ow of brand merchan- 
dise to distributors and authorized 
dealers who sell to discount houses 
result, no discount houses. 

“Very easy if the manufacturers 
ind distributors and authorized deal- 
ers individually adopt policies of not 
‘dumping’ distress brand merchandise 
through non-authorized channels. 

“No broken prices, no broken 
profits, no broken laws! Of course 
someone might go ‘broke’ somewhere 
along the line.” 


SALES MANAGEMENT 


4] 
y Packaging machine (machinery *e 
importa? 


Every kind and type of packaging equipment 
has a place among the 18,361 hand-picked (BPA) 
readers of PACKAGING PARADE, 


the No. 1 publication ay 
to reach and sell this field of 
$8 billion or more. Tell your story with maximum im- @ 
pact on the king-size pages; your ad is always next to <&, 
current, interest-provoking reading matter, your ad- 
vertising dollars buy you more. Learn how you can 
get on the inside track with the men who 
decide on packaging and 
packaging equipment. If 
the packaging of America’s 
products is important to 
you, 


‘eee THEN 


PACKAGING PARADE 


PACKAGING PARADE 


A Haywood Publication 


22 East Huron, Chicago 11 
101 Park Avenue, New York 17 
Vest Coast—McDonald-Thompson 


JULY -98, 1994 


ie cesential / 


SUCCESS 
STORY 


EBERHARD FABE 


This is how Louis M. Brown, Presi- 
dent of Eberhard Faber Pencil Com- 
pany, tells it in his own words. “Our 
first prize of a two-week trip to Lon- 
don and Paris via TWA certainly 
brought an enthusiastic 
from our salesmen. TWA was very 
cooperative—their promotional 
pieces were excellent. And the in 
creased sales confirmed our belief in 
using air travel as an incentive.” 
For information on how Trans World 
Airline s Travel Awards can help you get 
action, write to Travel Awards Program 
Dept. SM 7-1 TWA, 380 Madison 
Avenue, New York 17, N. Y 


response 


TWA travel awards get 


SELLING ACTION 
Fly the finest... FLY TWA 


WHEF - tv 


CBS for the Quad-Cities 


is now operating on 
100,000 watts 


This maximum power covers 
the Quad-Cities and the sur- 
rounding trade area . . 
264,800 TV set owners 


LES JOHNSON, V. P. and Gen, Mgr. 


Lhuad Colies favori te 


WHBF :: 


TELCO BUILDING, ROCK ISLAND, cave 


"Shop the Department Store; Then Come Back" 


The Record Mart, 814 Prospect Avenue, 


The sign over the doorway reads 
“Record Mart.” But you'll have a 
hard time finding the evidence. 

The window on the left had 
complete Eastman Kodak display 
cameras, film, tripods and accessories. 
The window on the right had some 
radios, a Broil-Quik roaster, some 
Vornado fans, and a large sign stating 
that the company is an authorized 
dealer for RCA air conditioners. A 
seal on the window itself identifies 
The Record Mart as a Hoover 
Cleaner dealer. 

Once inside I saw there were rec- 
ords on the left side of the store. The 
right half was taken up with traffic 
appliances, including such names as 
Sunbeam, Fryryte, etc., and included 
everything from hand irons to fans. 

“T want to buy a refrigerator,” | 
said to a salesman. “But I don’t see 
any here, so I don’t suppose you sell 
them.’ 

He replied that they did and I said, 
“IT want to get one of those new 
Philcos with the door that opens from 
either side.” 

He began thumbing through cata- 
logs and finally found it. The list 
price was $479.95. It was Model 
1149, 10.6 cubic feet, 1954 model. 

“What’s the price to me?” I asked. 
He took out his pencil and began to 
figure. 

“Tt will cost you $375 
delivery.” 

I asked him where I could see 
He suggested Strong, Carlisle and 
Hammond, the distributor, at 2801 

Clair. 

“Or, why don’t you just drop in 
at one of the department stores, like 
the May Company? I think they 
carry Philco. Just ask the salesman 
for a demonstration.” 

This last piece of advice confirmed 


Plus $7 for 


10. Discounts without Price 


Tri-Boro Appliances Inc., 314 Livingston 


Here was a fine, clean-looking re- 
tail operation of the kind usually asso- 
ciated with the merchandising of 
“white goods” and trafic appliances 

across the street from Abraham & 
Straus. 

In the window were standard 
brands of vacuum cleaners, toasters, 
mixers, etc., with long lines of refrig- 
erators, ranges and washing machines 
stretching to the back of the store. 
But there wasn’t a single price sign 
or advertising display in sight—noth- 


Cleveland, O. 


an earlier statement by an appliance 
buver in one of Cleveland’s depart 
ment stores. 

“It takes a lot of sheer courage to 
stay in this business,” he said. “Espe 
go through a con 
plete demonstration and you know 
you're just being shopped. After all, 
vou can’t insult anyone. They ma 


cially when you 


go outside for their appliances, 
chance they’re a charg 
and you'd be driv 


there’s a good 
account customer, 
ing them away.” 

As -for policing the industry, this 
buyer thinks it’s the manutacturer’s 
responsibility. He says G-E and 
Frigidaire seem to be making a sin 
cere effort to do so, and he has heard 
of instances where dealers have been 
warned and then had thei: 
revoked. 

The biggest problem, he feels, and 
one almost impossible to solve, is 
trans-shipping of appliances. This oc 
curs when a dealer who handles G-E, 
for example, has a call for a Philco. 
He will call a friend who carries 
Philco. The appliance will be ordered, 
shipped direct to the customer, and 
the Philco dealer will take a 10 
markup. The other dealer will take 
a lower-than-average markup, and the 
manufacturer has no way of tracing 
the merchandise. 

I was directed to The Record Mart 
by this buver, who said that they sell 
more automatic washers than he does. 
He does more demonstrating, he said 
ironically. 

What’s the answer? This buye: 
has tried to combat the discount 
houses by selling service, the integrity 
of the store, and the store’s reputa- 
tion of standing behind its merchan- 
dise. 

He hasn't had much 
Should he feel discouraged ? 


franchises 


reaction. 


Signs 
Street, Brooklyn, N.Y. 


ing to remind the shopper of the 
tremendous advertising placed by the 
manufacturers to create acceptance 
and preference for their respective 
products. 

After studying the items displayed 
in the window, I went into the store 
and was approached by a salesperson. 

I pointed to a Sunbeam mixer 
which bore no retail price and which 
he said was “‘listed at $46.50." When 
I asked for the model number, he re- 
plied that it was the “only one made 
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at that price.’ Then, without my 
using the regular “But how much do 
1 have to pay?” he took out some 
scratch paper from his pocket, and 
figuring with his pencil said he could 
“let me have it for $34.50.” 

A Detecto scale +709 listed at 
$7.95 was offered at $5.95, substan- 
tially higher than the $5.35 I could 
have paid at another discount store 
nearby. When he offered to sell me a 
General Electric toaster listed at 
$23.50 for only $15.95, I expressed 
amazement and then inquired casu- 
ally: 

‘At those prices, how can Abraham 
& Straus and Namm-Loeser compete 
with you with their overhead ?” 

His reply was, “They can’t. I 
know. I used to buy for them. Why 
we sell more appliances and larger 
units than either one or even both put 


together. We also supply builders and 
apartment houses to maintain our 
volume.” 

“And besides that,” he went on, 
“We have an ‘in’ in the Telephone 
Co. Do vou know Mr. So-and-So? 
(a name I failed to catch) He sends 
me lots of employes, just as we get 
them from the other companies 
nearby.” 

He then went on to relate instances 
of individuals through whom in- 
quiries for appliances are channeled 
to the discounter. Project this to all 
the friends and relatives of each em- 
ploye eager to tell about how much 
he saved and how foolish they are to 
pay the “full price,” and you have 
what some call “the cancerous ten- 
tacles of discount buying steadily eat- 
ing into the vitals of retail merchan- 


dising.” 


11. "We Give Everyone a Discount" 
Appliances Unlimited, Inc., 1354 St. Catherine, W., Montreal, Quebec, Canada 


I was riding in a taxi on my way 
to a boite when I spotted a “discount 
house,” the first I have seen in Can- 
ada. 

Does General Electric know that 
its Electric Floor Waxer Model 
CS-12 could be bought on June 18 
for $37.95? G-E’s waxer was on dis- 
play in the St. Catherine Street win- 
dow along with a card bearing the 
price $59.50 marked through with a 
line and the discount price of $37.95 
underneath. 

In the window a Schick “20” elec- 
tric razor was listed at $22.95 and 
offered at the discount price of 
$20.95. 

I went inside the plain store and 
was greeted by salesman whom I 
discovered later, when I asked for 
his card, to be Y. Siegel. I told him 
I was amazed | could get something 
“off” on so many of these wonderful 
brand 
“We give evervone a discount.” He 
quickly spotted me tor an American, 
and so I asked if he minded if I wrote 
down the regular prices and the “‘dis- 
count” prices so that I could prove 
to my friends in the States that “You 
can get it wholesale” in Canada, too. 

On the wall hung a Counselor 
model 556 bathroom scale made by 
The Brearley Co., Rockford, III. 


List price was shown as $11.95 and 


name products. He _ replied, 


12. “Check the Value at Macy's" 


Jewelry Outlet—Featuring an "Anniversary Sale," 


I shopped this store, not because 
it is typical of discount operations, 


JULY 18, 1984 


the discount price $9.50. In another 
wall display I saw a Sunbeam Coffee- 
master model C-30 with the retail 
price given as $57.95 and offered by 
Appliances Unlimited at $43.95. The 
Silex Hostess coffee service model 
H-S-A, presumably $12.95, was listed 
for sale at $10.49. 

Philco refrigerators were on dis- 
play. I didn’t bother to jot down the 
list and discount prices because Mr. 
Siegel said the prices varied, depend- 
ing on the bargaining ability of the 
prospect. Incidentally, in response to 
my question, he said he does not sell 
many of Philco’s new open-on-either- 
side-door refrigerators but he said 
this refrigerator ‘‘certainly sells a lot 
of other standard Philco models. It 
brings people in to see what’s new.” 

Mr. Siegel told me that Appli- 
ances Unlimited was founded about 
two years ago and is the first appli- 
ance store to be opened on busy St. 
Catherine Street in almost 20 vears. 
He believes that he is outselling the 
department stores in that vicinity, 
which include Simpson's, Morgan’s 
and T. Eaton. Appliances Unlimited, 
only a few blocks from the main 
shopping center, sells to consumers in 
all parts of Montreal and vicinity. 

“What's the secret of your suc- 
cess?” I asked Mr. Siegel. 

“Turnover!” he replied. 


164 W. 34th Street, New York, N.Y. 


but since it is opposite Macy’s I 
thought I could expect some real 


THE PACKER | 
\ DELIVERS 
\the Fresh Fruit and 
Vegetable Market 
‘PACKAGED! 


\ 


If you’re in the packaging materials 
and equipment field your entire 
fresh fruit and vegetable industry 
market is wrapped, sealed and de- 
livered to you in the September 
25th issue of The Packer. That's 
the big issue of the industry’s fa- 
vorite newspaper which covers the 
news of the Produce-Packaging 
Convention as completely as a mois- 
ture-proof container. 


The thousands of industry members 
who will attend the convention will 
see your story in this issue of The 
Packer . . . and the thousands more 
who rely on The Packer to bring 
them the complete story of the con- 
vention will read every word of the 
Produce-Packaging issue. 


The Packer pioneered packaging of 
fresh fruits and vegetables for many 
years. giving packaging vigorous 
editorial support. Packer advertis- 
ers of packaging materials and 
equipment have long known that to 
reach their best market. they can 
depend on The Packer's 14.582 cir- 
culation (ave. ABC. Publisher's 
Statement, Dec. 31, 1953) among 
members of the Fresh Fruit & Vege- 
table Industry representing 80% of 
the industry’s dollar volume. 


Reserve your space for the 
September 25th Packaging 
Issue of The Packer today! 


THE PACKER 
PUBLISHING Cu. 
201 Delaware St. Kansas City, Mo. 


Howard Johnsons 
Did It This Way 


Another 


» history 


14 }°? 
tonal 


ay pe 


x: 


This inexpensive ‘“three-pack” 
combines attractive design (tied-in with 
other products in the line), strong visibility, 
convenient counter and shelf display, 
easy consumer handling, larger unit sale, 
and friendly remembrance advertising. 


It is made for HOWARD JOHNSON’S 
by National Folding Box. 


Can a change in packaging sell your product 
more profitably? Can it save production 
time and costs? For most manufacturers, 
continuing package evaluation has 

proved exceptionally rewarding. 


You can get authoritative appraisal of your 
present package — and, if they are needed, 
dependable recommendations for 

improved design or construction — simply by 
asking a National representative to call. 


Wational 


FOLDING BOX COMPANY, 


INC, 


SUBSIDIARY OF FEDERAL PAPER BOARD COMPANY, INC. 


SALES OFFICES: 


405 LEXINGTON AVE.. NEW YORK 17. N.Y: 143 NEWBURY ST., BOSTON 16, MASS.: 1201 CHESTNUT ST.. PHILA 7, PA. 


FOLDING BOX PLANTS: BOGOTA, N.J.; NEW HAVEN. CONN.: VERSAILLES, CONN.; PALMER. MASS.: STEUBENVILLE. OHIO 


PAPER BOARD MILLS: BOGOTA. N.J.: READING, PA.; WHITE HALL. MD.: NEW HAVEN, VERSAILLES, MONTVILLE. CONN 
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; STEUBENVILLE. O. 


TH eh | 


DISCOUNT 
HOUSE 


1907 MARKET STREET (OPPOSITE STANLEY THEATRE) 
EVERYBODY SAVES MONEY 


BECAUSE NOBODY Gives 


BIGGER DISCOUNTS. : 


ON STANDARD BRANDS - 
EASY CREDIT TERMS 


Come by Car and Take It with You Because * ' 


WE SELL WHAT WE ADVERTISE 


269 


Morr 64% 


ata ‘CONDITIONERS 


teith 


“SAVE. | 
REED 30 REED 


reer 
HARVESTER 


AIR-CONDITIONER 


| 139" 3224 


he SAVE $155.95" 


is Admiral; 774\% 


% . 
*)R-CONDITIONER 


WE WILL NOT 
BE UNDERSOLD! 


954 oot ~~ spd 


= =a 
AIR comornbien 


ALL MAKES—ALL SIZES 
FANS 30% Off 
washers faa 


BRAND NEK 
tw CRATES 
ert 


ae 


ALL DETERGENT 


MOST POPULAR DETERGENT POR AUTOMATIC WASWERE 


= 52.49 os LT 4 POR, TO 4 CuNTOMeR 


DEFROST REFRIGERATOR 


48" 


* crea wir 
vaeeten 


yous” 1907 MARKET 1907 MARKET ST. 
LO 4-3810 


DISCOUNTS IN PHILADELPHIA: 
This Market Street store calls itself a 
discount house; others among Phila- 
delphia’s price cutters keep to conven- 
tional names, but the end result is the 
same: a growing headache for estab- 
lished “legitimate” retailers who have 
the choice of meeting the price cuts or 
losing sales. Silo advertises regularly 
over the radio, has been increasing its 
newspaper expenditures in recent 
months. 


values. Inside the store, a luggage 
department filled one wall; a wall- 
Bulova and Benrus watches 
took up another wall. 

Both brands of nationally 
tised watches were in new 
Most of them had the parchment pa- 
per guarantees; some had the watch 
model names attached to the boxes. 

But not one watch bore the mak- 


case oft 


adver- 
boxes. 
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er's price tag, usually set into the 
front of the box or on the strap or 
band. Yet the salesman unhesitatingly 
quoted me one retail list price after 
another and then the cut price on 
each model which seemed to average 
about 500¢. 

When I asked why the regular 
price tag was not shown, the sales- 
man went into a confidential descrip- 
tion of all the trouble they had with 
manufacturers — “they 
with papers and papers, when they 
showed a cut price.” 


were served 


That’s when I raised the question 
of whether I was buying a pig in a 
bag. “Some of my friends have had 
some sad experiences getting a dis- 
count on the list price of a watch, 
only to find they could have bought 
the identical model at home cheaper 
at the maker’s list price.” 

Getting no answer, I fixed my at- 
tention on a Benrus watch which the 
salesman said listed at $65 and could 
be purchased for $35. When he told 
me I could check the value at Macy’s, 
I naturally called for some means of 
identification. 

‘This the salesman found on a small 
white tag attached to the band and 
which bore the name ‘‘Lord Chaun- 
cey.”’ | told him I would shop Macy’s 
and return. Instead I phoned the 
Benrus Watch Co. at 200 Hudson 
St., New York City. A sales depart- 
ment representative informed me that 
the “Lord Chauncey” is a current 
model, listed at $65. When I told him 
| had been offered one for $35 but 
was afraid to buy it because it might 
be a “rebuilt,” his only answer was, 
‘Then you had better go to a ‘legiti- 
mate’ jeweler.” 

But he did not ask for the name 
or location of the cut-rate dealer. 
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Coming August 1 — 


A complete description of 
the nation’s biggest discount 
operator — Polk Brothers, 
Chicago, with a $30 miilion 
annual volume, making them 
the world’s largest furniture 
and appliance dealers. 


For reports on: Gasinators, 
G-E Cleaners, 
Cleaners, 


Irons, Lewyt 
Nesco Fryrytes, 
Ronson Lighters, Sealy Mat- 
tresses, Shakespeare Wonde- 
rods, Sheaffer Pens, Skotch 
Koolers, Telechron Clocks, 
and others, see SM, July 1. 


ees 
PDX? LD LL el lll 


ee a ee ee 


( 


JULY. 18. 2984 


NVI ay 


Moving? G58 Call... 


Your ALLIED agent 


no.1 specialist ~ 
in long-distance moving! 


Comprehensive Transit Protection means 
that Allied can assume on your request 
full liability for the actual and declared 
value of your household goods, the broad- 
est transit protection available today. 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, Ill. 
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Servicemen get around 


that’s why... 


Chrysler Corp. 
General Motors Corp. 
Ford Motor Co. 
Studebaker Corp. 
Greyhound Lines 


Air France 

British Overseas Airlines 
North American Airlines 
Pan American Airlines 
Trans World Airlines 


American Export Lines 
American President Lines 
European Steamship Co. 
Holland American Lines 
U.S. Lines 


French Railway 
Railroads of the U.S. 
Santa Fe Railroad 
Southern Pacific Railway 


.. reach them through the 
newspapers with widest 


SERVICE readership! 


This partial list of Transportation Indus- 
tries indicates the number and calibre of 
advertisers who depend upon the net- 
work of Service newspapers to sell their 
products and services to the 314 million 
members of the Armed Forces with their 
8 billion dollar spendable yearly income. 
Are you overlooking the huge Armed 
Forces sales potential? Let us show you 
how to do business in this rich market. 


@ LOWESTCOST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDI- 
TIONS AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR 
ALL 4 GREAT SERVICE PAPERS 


NEW! THE MILITARY MARKET 


The Monthly Trade Paper for Military 
Buyers Everywhere. Reach more officers 
who buy for Service consumers. 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, 
RATES AND MARKET DATA AT NEAREST OFFICE 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All members: Audit Bureau of Circulations) 


AIR FORCE DAILY 
the “AMERICAN DAILY” in Europe 


HOME OFFICE 

3132 M St., N.W. WASHINGTON 7, D. C. 

Branch Officesin 

NEW YORK «+ BOSTON «+ LOS ANGELES 
SAN FRANCISCO+CHICAGO 

LONDON «+ PARIS * ROME = 
FRANKFURT + CASABLANCA 


TOKYO 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aero Mayflower Transit Co., Inc. ... 
EF. H. Lamkin, general sales man- 
ager, to a director and v-p. 


American Airlines . . . 
James H. Cobb, Jr., 


director. 


to advertising 


P. Ballantine & Sons .. . 

Kenneth B. Howard to regional 
sales manager; will head distributor 
operations in New York State. 


Bell & Gossett Co. 
A. F. Woods to 


Marlow Pumps Division. 


sales nanager, 


Borg-Warner Corp. .. . 
Harold Bull to director of distribu- 
tion, Norge Division. 


Chicago Sun-Times . . . 


Laurence ‘I. Knott to vice-presi- 
dent; will continue as advertising 
director. 


Delta-C&S Air Lines .. . 


George E. Bounds to director of 


advertising. 


Devoe & Raynolds Co., Inc. . . 

J. Harold Kolseth to 
v-p; previously v-p in charge of all 
trade sales divisions. 


executive 


Dr. Pepper Co... . 
Harold G. Abernathy to national 
sales promotion manager. 


Elgin National Watch Co... . 
Fred W. Board to director of na 

tional 

regional sales manager. 


sales; formerly southeaster n 


Emerson Radio and Phonograph 
Cerp. ... 

S. W. Gross, v-p in charge of sales, 
to Vice-President and Assistant to 
the President. 


Fairchild Camera and Instrument 
Care. .-. 

John M. Case to executive v-p; 
James B. Moore to director of pub- 
lic relations. 


Firth Sterling Inc. . . . 
J. S. Roller to general sales man- 


ager. 


Gold Seal Co. ... 


Leo G. Dinesen to national sales 
manager, from West Coast regional 
manager. 


Kaiser Aluminum & Chemical Sales, 
ee 

Scott S. Walker to manager, dis- 
tributors. 


Minneapolis-Honeywell Regulator 
- ae 

Gavin S. Younkin to general sales 
manager, from Pacific regional man 


ager. 


Printers’ Ink Publishing Co., Inc. . . . 

Robert FE. Kenyon, Jr., to pub- 
lisher of Printers’ Ink and v-p of the 
company. As publisher he succeeds 
C. B. Larrabee who has been named 
chairman of the board. Kenyon had 
been advertising director since 1950. 


Sealright Co., Inc. . . . 

J. Fred Caster to assistant to the 
v-p and administrator of the main 
office sales organization. 


Standard Pressed Steel Co. . . . 
Wallace J. Millar to sales man- 
ager, standard aircraft products. 


Todd Co., Inc. . .. 

L. P. Rinehart to manager, com- 
mercial sales planning and develop- 
ment; J. M. McDaniel to manager, 
machine sales planning and develop- 
ment; J. D. Bregar to director of 
sales training and education. 


Transportation Supply Publishing 
ee 

Emil G. Stanley to president and 
treasurer. “The company publishes 
Transportation Supply News. 


United States Rubber Co... . 

C. W. Pennington to general sales 
manager, consumer products; F. A. 
Sawyer to general manager, 
manutacturer products; Louis J. Hea- 
ley to manager of branch sales: 
Matthew J. Delehaunty to manager, 
commodity sales, Mechanical Goods 
Division. 


sales 


The Upjohn Co... . 

Max R. Lum to sales manager. 
New York office, succeeding FE. H. 
Coleman who moves up to the Export 
Division at company executive offices 


in Kalamazoo, Mich. 


Westinghouse Broadcasting Co., 
We ses 


Richard Pack to national program 
manager. 


SALES MANAGEMENT 


" | ( var Bone ) Today's shoppers serve 
SC S¢ | \ Ke ( themselves to 80° of , 
the food products they buy. . An all-purpose oil 
| ; ; ty 
and liquid 
Outdoor Advertising shows the product exactly . 4 shortening! 
\ Ai 
as it appears in the store and delivers vital, lasting 


messages before the selection is made. 


KRAFT FOODS COMPANY uses Outdoor Advertising for effective 


coverage of food buyers the year round, ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING, 


outdoor advertising reaches the most 
people — most often. — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


Los Angeles 


City London 


it San Francisco 
Mexico 


Detro 


| Toronto 


Hollywood Montrea 


YOUNG & RUBICAM, INC. 
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Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth Inc. 


31 FACTORY WORKERS KEPT IN JOBS 
BY AVERAGE MANUFACTURER'S SALESMAN 


As of the first of the year, American manufacturers 
employed about 550,000 salesmen whose job is to 
keep factory output flowing to other manufacturers, 
assemblers, wholesalers, retailers or house-to-house 
by building a steadily growing acceptance and use 
of a product. The total is an estimate made by 


psa" 
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TYPICAL JOE SALESMAN IS THEREFORE RESPONSIBLE FOR THE STEADY 
EMPLOYMENT OF 31 


SALES MANAGEMENT, based upon Census and 
B.L.S. data, supplemented by spot checks among 
its own subscribers. 


And as of the same date, the manufacturers of the 
nation employed nearly 17,000,000 men and 
women in their factories and shipping departments. 


i a 


FACTORY WORKERS. 
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Designed by HILE-DAMROTH 


COUNTING THEIR DEPENDENTS AND HiS OWN, IT’S UP TO HIM. TO 
KEEP BOTH MEAT AND DESSERT ON THE TABLE FOR AT LEAST 109 MEN, 
WOMEN AND CHILDREN. GOOD OLD JOE: MAY HIS TRIBE INCREASE! 


Sources: SALES MANAGEMENT research and- Government data 
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How last night’s airFREIGHT 
helps sell cold drinks today 


At home and abroad, more and more hot hands reach for cold drinks. 
Especially in summer, a machine breakdown of only a few days can 
cause a bottler serious loss of business. 

That’s why the Liquid Carbonic Corporation, top name in bottlers’ 
equipment for 65 years, serves its far-flung clientele with Delta-C&S 
airFREIGHT. Moving a repair part from Chicago te a bottler in 
Texas, Haiti or Venezuela is a matter of hours only, and overnight at 
most. On many long shipments the result is a double saving—in time 
and shipping cost. 

Leading companies in nearly every field have learned how to build 
sales and goodwill while slashing costs with Delta~-C&S airFREIGHT. 
Ask us about the 12 ways you save, 


General Offices: Atlanta, Georgia 


Find out what flying freight can do to 
help you expand markets, speed sales, 
cut costs. For answers to specific ques- 
tions or a complete free shipping 
analysis, call your local Delta-C&S 
office, or write us direct. 


All Delta-C&§ flights carry airFREIGHT 
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SOME ‘HANDYMEN’ AREN'T MEN 


How many of those do-it-yourself tools, plans and materials 
are bought and used by women? It now develops that distaf- 
fers not only read how-to-do-it articles and magazines with 
as much passion as their husbands, but many of the gals go 
so far as to string B-X lines through attics, and pour concrete. 


A statewide cross-section of Minnesota 


adults, questioned on 


these matters, shows that women run on a fast track—nosing 


out men in several do-it-yourself activities. 


THIS %AGE OF MEN... 


DO THESE THINGS 


AND THIS %AGE OF WOMEN... 


MOANA === ULLAL 
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24% 


HANNE 
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LAY FLOOR 
COVERING 


POUR CONCRETE 
OR MAKE 
CONCRETE REPAIRS 
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REFINISH 
FURNITURE 
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USE WOODWORKING 
TOOLS TO REPAIR 


OR BUILD 
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20% 


HANNAN 


REPAIR LEAKY 
FAUCETS 
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In developing new do-it-yourself tools and equipment and in advertising plans, include the women in. 


PICTOGRAPH BY Source: Continuing Survey of Minnesota Living Report +27, reported by the Minteapolis Star and Tribune 
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VEMENT 


This is one reason Uy eee, 
why, year after year, | 
Architectural Record 

leads the field in 

Architect circulation 

Engineer circulation 

Advertising volume* 


® 1953: Architectural Record, 2,931 pages; second First Award 1954 — best graphic 
magazine, 1,824 pages. First five months 1954 resentation — ‘‘Hotel Copan, 


Architectural Record, 1,179 es: second ine, ao Paul , Brazil.’’ " 
Fm econ - re magaz' 0 0 z October 1953 


INBUSTRIAL PAPERS 
AWARD GF MERIT TO 


Award of Merit 1953—outstanding Award of Merit 1953—outstanding Award of Merit 1952—outstanding 
graphic presentation—“Building in series of articles—“Philosophy of graphic presentation—‘‘Vacation 
the Tropics,” August 1952. Architecture” (1952). House in Oregon,” July 1951. 


Award of Merit 1954—outstanding 
original research—“Guns and But- 


ter and Babies,” November 1953 


First Award 1951—best single issue 


—October 1950 issue featurin 
“Mental Hospitals and Schools. 


f 


5 
The American Instilule of Apohilech 
Sschilectaral Journalism Suvards 1953 
: ost. Nard Claws6 
< toleag raph of “avchelocterad 
buly acl i freblisteed on magagine) 
Sablashod by Srchuleclaral: Record 
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First Award 1954—‘‘Best photograph of an archi- 
tectural subject published in a magazine’ — 
American Institute of Architects’ Competition. 


Eighteen of these 31 editorial awards have come 
to Architectural Record since 195] (four of 
them this -year), including thirteen awards in 
Industrial Marketing’s Annual Business Paper 
Editorial Achievement Competition—a record 
unmatched by any other magazine. 


Architectural Record is proud again to be 
honored this year by the judges of Industrial 
Marketing’s editorial competition for best graphic 
presentation and peo original research— 
two aspects of editorial content of greatest 
importance to architects and engineers. 


Architectural Record’s many editorial awards 
strongly confirm the judgment of .. . 


First Award 1951 — best graphic 
presentation—“Architecture in Ha- 
waii,” October and November 1950. 


The eran Ssastileelo of ‘Spechilech 
Aphilectuval, a SGwards 1953 
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First Award 1954—"‘‘Best article in a professional 
architectural magazine’’—American Institute 
of Architects’ Competition. 


Architects and engineers who have steadily 
voted Architectural Record their preferred 
magazine in 58 out of 65 readership studies 
SPONSORED BY BUILDING PRODUCT MANUFACTUR- 
ERS AND ADVERTISING AGENCIES and... 


Advertisers who year after year place more 
pages of advertising in Architectural Record 
than in any other architectural magazine— 
40% more thus far in 1954! 


Put the workbook of architects and engineers 
to work for your sales force. You will reach more 
architects—and more se the a 
cost per page per thousand. And your coverage 0 
over 83% of all architect-designed building is 
documented by Dodge Reports. 


F.W. DODGE 


t 


CORPORATION 


Architectural 
Record ‘srr: 


and engineer” 


119 West 40th Street 
New York 18, N.Y. 
OXferd 5-3000 
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-QUR ADVERTISING ABROAD: EXPANDING 


International advertising expenditures by U. S. firms in 1953 totaled 
$280 million. Of this, $70 million was in support of export sales, 
and $210 million backed up foreign branches and subsidiaries. 
Among companies advertising abroad, about 1.9% of their export 
sales are spent for export advertising, a somewhat smaller propor- 
tion of gross sales than is alloted for their domestic advertising. 


BY YEAR’S END... 


These industries will have altered their budgets by this percentage over 1953 


RADIO, TV, & PARTS, 


WEARING APPAREL 
AND FABRICS 


OTHER CONSUMER DURABLES [ : j 


DRUGS AND 
PHARMACEUTICALS 


OFFICE EQUIPMENT 


TOILETRIES 
AND COSMETICS 


FOOD, BEVERAGES 
AND TOBACCO 


CHEMICALS 
AND PAINTS 


iS 


MACHINE TOOLS 
AND MISC. MACHINERY 


ELECTRICAL AND SPO 
ELECTRONIC EQUIPMENT Cog 


\ 


AUTOS, TRUCKS, PARTS, 1. 
TIRES AND EQUIPMENT : 


is 


AGRI. MACHINERY, 
TRACTORS, CONSTR., 
ROAD BUILDING AND 
MINING MACHINERY 


up[ | 


[td 
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Down Sa 


(79% | 16% | 
77% 23% 
54% 36% m 10% 
40% 60% 
34% 55% 
31% 57% 2. | 
29% 63% 
! ‘ ' \ 
25% 55% | 
22% 73% & 5% 


These figures compiled from cross-section of 3,450 
U. S. firms engaged -in sustained export or other 


foreign business. 


Source: Fifth Annual Survey, International Advertising Association, New York, N. Y. 
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Designed by WILE-CAMROTN 


DELL PUBLISHING COMPANY, 


(Advertisement) 


Families: Off to a Faster Start Today! 


PER CENT CHANGE 1940-1952 


in no. of children per 1,000 married women by age 


+23.7% 


(Each unit 
equals four per cent) 


Source: U. S: Census current reports 


-21.4% 


The growth pattern of the American fam- 
ily*thas shown a startling change during the 
past fifteen years. For example, women 
under 35 are having more babies than ever 
before... 


fewer babies than during pre-war days. 


while women over 35 are having 


Families are completed at an earlier age 
today. More than ever before, it’s the’ 
young families that have the children... 
that buy more tood, home and baby prod- 
ucts. If you want to tap your greatest 
growth market, sell the young families. 
They have more mouths to feed, more 
needs to fill, because they’re growing 


families. 


America’s most concentrated audience of 
young families is the Modern Romances 
audience. The Modern Romances reader 
has a median age of only 27, but 78% are 
already marned, and 74% have children 
in their homes. Her principal interest -is 
running her home and raising her family. 
And by showing her how your products can 


help, she’s sure to buy. 


Remember, she’s a young new customer 
for your merchandise, and in Modern 
Romances vou can sell her first, and keep 


her sold! 


7 OUT OF 10 MODERN ‘ROMANCES READERS ARE UNDER 35! 
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18 - 25 


26 - 35 
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46-55 
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(Each unit equals two per cent) 


MODERN ROMANCES 


America’s Youngest Married Woman Audience 


INC. + 261 


FIFTH AVENUE, 


NEW YORK 


16,: BY. 


TOP INDUSTRIAL SUPPLY SALESMEN—WHAT MAKES ‘EM TICK? 7-15-54 


TOP INDUSTRIAL SUPPLY SALESMEN 


WHAT MAKES ’EM TICK? 


We’re talking about the successful ones—those who sell an annual volume of $400,000 or more... 


rennet 


8% had industrial sales experience -16% hold college degrees 


AS A GROUP... 


AL 


58% had some kind of selling experience 
before joining present company 


They’ve been with their present company 16 years 


AS AN INDIVIDUAL, HE... 


. WS, 
poe 


HAS 111 ACCOUNTS MAKES 7 CALLS DAILY 


oe @ 


spends 50% of working time spends 25% of his time spends 25% of his time 
in customer's presence waiting, traveling at paperwork, office chores, 


N 


sales meetings 


PERSONALLY, HE... 


PN 
NN \ vara * 
\ = I 
i 
~ 
1. Rates depend- 2. Personality 3. Product knowledge 4. Willingness to 5. Analytical, 
ability as the first work mechanical 
qualification for know-how 
selling 


PICTOGRAPH BY 
Source: Nationwide survey conducted by Industrial Distribution, McGraw-Hill Publishing Co., New York, N. Y. 
Designed by HILE-DAMROTH 
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13 Ways to Discover If 
Your Firm Is Healthy 


You're in trouble if com- 
petitors can answer yes’ 
and you can't 


Thirteen means bad luck to some 
people, but James E. Jump & Asso- 
ciates, Marketing Consultants in 
New York City, maintain that any 
top executive who can answer the 
following 13 questions affirmatively 
will be “lucky” in today’s competitive 
market: 


1. Have company sales, as a per- 
centage of industry sales, shown a 
healthy increase over recent years? 


2. Has there been a consistent de- 
crease in sales cost per dollar of sales? 


3. Does sales volume for your 
company fluctuate less violently than 
for your industry as a whole? 


4+. Is your advertising and sales 
budget based on the job to be done 
rather than on an arbitrary percent- 
age of sales? 


5. Do you have diversification both 
in your products and of your markets? 


6. Do you have a clear, firm price 
and discount policy? 


7. Are your product design, pack- 
aging and method of distribution up- 
to-date in terms of competition ? 


8. Do your sales quotas and terri- 
tories reflect recent changes in buying 
power and sales personnel ? 


9. Does your sales compensation 
plan encourage salesmen to call on 
profitable accounts and to sell profit- 
able merchandise in profitable quanti- 
ties? 


10. Has your key sales manage- 
ment personnel had the seasoning of 
buyers’ market experience ? 


11. Are your salesmen young and 
aggressive. leavened with seasoned 
veterans? 

12. Do you and your fellow top 
executives have frequent personal con- 
tact with the top executives of large 
customers and prospects ? 


13. Do you have an effective sys- 
tem for getting current information 
on market conditions and competitive 
moves in time to do something about 
it? 
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COMMUNITIES 


POPULATION ... 123,500 


ai 


’ 


in the 1 


TROY CITY 
ZONE 


TROY ... Pop. 72,800 
WATERVLIET . .. Pop. 15,100 
COHOES ... Pop. 21,300 
GREEN ISLAND . . . Pop. 4,400 
WATERFORD . ... Pop. 3,300 
LATHAM . .. Pop. 6,600 
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THE TROY RECORD (MORNING) 
THE TIMES RECORD (EVENING) 
TROY, N. Y. 


FEWER WORRIES, HAPPIER SALESMEN: 
Holeproof’s insurance and pension plan pro- 
vides insurance protection to salesmen while 
they are working, provides pension benefits at 
retirement age. In the photo: Gustave Frankel, 
president (far left), and Richard H. Lippincott, 
vice-president (second from left), explain de- 
tails of the program to Walter Bauman, Michi- 
gan salesman, and Lou Leonardini, a Cali- 
fornia territory man. 


What Keeps a Sales Force Buoyant, 
Loyal and Productive? 


President Frankel of Holeproof wraps up his answer in one 


phrase: "A fair shake." He believes in security, incentive, 
vigorous support from the home office on field problems. 
And when his men feel like talking, he knows how to listen. 


BY DAVID J. ATCHISON 


Part Il of an article in two parts* 


“Salesmen are the lifeblood of a 
business.” 

So says Gustave Frankel, president, 
Holeproof Hosiery Co., Milwaukee. 
On this premise Frankel has devel- 
oped a set of sales manpower policies 
which have played a big part in the 
nearly five-fold increase in sales the 
company has chalked up since 1943. 
($28 million versus $6 million. ) 

Frankel describes his manpower 
program simply as “a fair shake for 
the salesman from beginning to end.” 
Some of its elements: lifetime secur- 
ity, inclusion of the sales force in all 
employe benefit plans, a well-rounded 


*Part I appeared in SALES MANAGEMENT 
for July 1 under the title “Is There Any 
Way to Escape the Ravages of a Red- 
Hot Price War?” 
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program of support from the home 
office in meeting any and all field 
problems, stimulation through bulle- 
tins and contests. 

When Frankel assumed control of 
the company in 1943, he had a force 
of 33 salesmen. There are now 85 
salesmen in the field under six divi- 
sional sales managers. 

The sales department at Hole- 
proof is headed by Richard H. Lip- 
pincott, vice-president and _ general 
sales manager. His first assistant 
sales manager is his aide-de-camp in 
the performance of all duties; a sec- 
ond assistant sales manager super- 
vises all sales correspondence and the 
return goods department. 

As a general rule hiring for Hole- 
proof is done by divisional managers, 
subject to Lippincott’s approval. 


There is no specific educational re- 
quirement. Age preference is the 
middle to late 20's. 

New salesmen frequently come 
from other sales positions, though 
sales experience, particularly in a 
similar or related line, is not a hiring 
‘“must.”’ Management feels that a 
man who has successfully sold any 
product can successfully sell the 
Holeproof and Luxite lines once he 
is familiar with them and with the 
techniques of their manufacture and 
promotion. 

The company has found the retail 
field a fertile source of sales person- 
nel. Acquainted with the problems 
and interests of the retailer, these 
men can offer their customers a maxi- 
mum of understanding and service. 

Training for the new salesman at 
Holeproof begins with his placement 
in one of two areas: (1) the general 
sales office in Milwaukee or one of 
the four major sales offices; (2) on 
the road under the supervision of 
from two to four seasoned salesmen. 
A sufficient number of trainees are 
maintained in both areas to staff new 
territories as they are created. 

Notification of a trainee’s readiness 
to operate alone is sent by regula 
salesmen to the divisional manager 
who then assigns the new salesman 
his own territory. On occasion new 
salesmen travel with a number of the 
company’s regular salesmen. ‘This 
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policy applies particularly in cases of 
salesmen slated to carry more than 
one Holeproof and Luxite line and 
who have been trained on the road 
by a veteran selling only one line. 
In Lippincott’s opinion this procedure 
gives the younger man an opportunity 
to learn various selling techniques 
and handle a variety of accounts in 
diverse areas. His compensation while 
in training is straight salary. 

All salesmen work on a commis- 
sion basis, percentages varying with 
the different types of merchandise. 
Some work on straight commission, 
others on drawing accounts and ex- 
penses. 

In recent years several innovations 
have been made in sales practices. 
Two of the most important: (1) 
designation of certain men as _ spe- 
cialists; (2) hiring of assistant sales- 
men by company salesmen who pay 
their salaries. 

Why sales specialists? Until five 
years ago all salesmen carried the 
complete lines. ‘At that point,” Lip- 
pincott says, “the salesmen almost 
needed a truck for their samples. It 
was physically and mentally impossi- 
ble for a man to carry all of his 
lines, show all of his samples, and 
be well-versed in background infor- 
mation and sales features of each 
style.” 

That influenced the company de- 
cision to increase the sales force and 
split the lines. In general, the split 
was held to natural divisions based 
on area and number of accounts. As 
a result some salesmen now carry 
only the men’s line (usually both ho- 
siery and underwear and sleepwear) ; 
others carry only women’s hosiery; 
and still others, only women’s and 
children’s lingerie. Occasionally a 
salesman carries both women’s ho- 
siery and lingerie, or women’s and 
men’s hosiery. Recent trend, how- 
ever, has been to assign only one line 
to a salesman. 


Assistant Salesmen 


And why assistant salesmen? Fill- 
ing a role distinct from that of the 
trainee, these men assist the regular 
salesmen in serving accounts and call- 
ing on prospects. A Holeproof sales- 
man may have as many as three as- 
sistants (as in the case of the New 
Jersey representative). They are paid 
straight salary plus a yearly bonus 
on total sales. 

Expansion of the Holeproof and 
Luxite lines brought another forward 
company step: appointment of four 
merchandise managers for men’s 
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products, women’s hosiery, lingerie, 
and children’s lingerie. [ach me: 
chandise manager is responsible solely 
for his own line. As a co-ordinator 
he works with the salesmen, the di- 
visional managers, the designers-styl- 
ists, and the production department, 
and checks trends and sales. In addi- 
tion he helps design and style his line, 
advises on promotional plans and 
works on packaging and displays. 

The divisional manager is similarly 
busy. He services regular accounts 
of his own. It is Holeproof’s belief 
that in so doing he gets the “feeling” 
of the complete line. But the greater 
part ot his time is spent traveling 
with his salesmen. Lippincott, as 
general sales manager, travels a good 
half of his time, part of it with divi- 
sional managers. He spends one week 
each in the fall and spring at Hole- 
proot’s Marietta, Ga., plant selecting 
new items for the men’s line. 


Daily Activity Reports 


Daily activity reports are turned in 
by each salesman in the field. One 
copy goes to the general offices, one 
to the divisional manager. Each re- 
port names the accounts and_ pros- 
pects called on and shows the amount 
of business obtained, thus providing 
a‘ready chart for checking the cur- 
rent month’s business with that of 
the previous year. Salesmen are not 
allowed to forget the daily aspect of 
filing the reports. These are analyzed 
by the divisional manager and the 
sales office, and periodically forward- 
ed with comments to the salesmen. 
The reports also serve as incentives 
for increases. 

The majority of salesmen live at 
the hub of their territories, working 
out in circles and returning home 
each weekend. In a 48-week work 
year they average about 20 calls a 
day. (A man selling to all depart- 
ments in one store may spend from 
one hour to a full day there.) They 
are usually off from the 15th of De- 
cember until the end of the year and 
have a regular two-week vacation 
after their territories are covered for 
the season. 

Monthly and semi-annual reports 
keep salesmen and divisional mana- 
gers informed of shipments into their 
territories. 

Every salesman receives a monthly 
commission statement showing ship- 
ments by types of merchandise, com- 
missions earned, expenses and net 
commissions. 

Both divisional managers and sales- 
men receive two other types of re- 


ports: (1) monthly shipment reports 
by account, with a record ot each 
store’s purchases of Holeproot-Luxite 
merchandise, and a list of accounts 
marked “no activity” which cues the 
divisional manager for picking up an 
account before it slips too badly; (2) 
semi-annual reports of sales by cities, 
showing percentage of shipments per 
state per total shipment computation, 
with a comparison based on SALES 
MANAGEMENT magazine’s Survey of 
Buying Power potentials figure. Ter- 
ritory revisions are based primarily 
on this record. 

A general sales conference is held 
annually in December in Milwaukee. 
Attendance total of 175-180 includes 
all officials of the company, divisional 
managers, salesmen, and representa- 
tives from Holeproof’s Canadian 
Division. 

One day is devoted to formal con- 
ferences and two days to group meet- 
ings supervised by merchandise and 
production managers. Spring and 
summer lines are presented along 
with advertising and promotional 
plans for the next six months. 

Lippincott considers the small meet- 
ings “highly beneficial.” In them, he 
points out, the men bring up ques- 
tions based on notes they've been re- 
quested to take at the general meet- 
ing. These meetings also give the 
men an opportunity to see the com- 
plete lines at closer range: They are 
free to make their own recommenda- 
tions and suggestions for changes in 
the new lines. Merchandise man- 
agers go over each item with their 
salesmen and offer presentation sug- 
gestions. 


Interviews Each Salesman 


Concurrent with the small group 
meetings are interviews Lippincott 
conducts with each salesman. Two 
and one-half days are needed to com- 
plete the 85 interviews. 

The conference reconvenes_ the 
final day for a general session ad- 
dressed by President Frankel and 
Vice-President Lippincott. 

Other annual events are the mid- 
year divisional meetings, similar to 
the general conference in Milwaukee 
on a smaller scale. The western divi- 
sion meets in Los Angeles; the cen- 
tral and east central, in Chicago; the 
southern, in Atlanta; the eastern and 
northeastern, in New York. 

Divisional managers meet several 
times a year, with two meetings held 
three to four weeks after release of 
the new season’s lines. Recommended 
changes in the lines are discussed and 
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*Chicago exclude 


BLOOMINGTON’S DAILY PANTAGRAPH is 
carrier delivered in 83 cities and towns 
Second largest of 74 evening papers in IIlinois*® 
NOW SERVING A STANDARD METROPOLI- 
TAN COUNTY AREA of 121,779 people 
$172,300,000 in retail purchases yearly by Pan- 
tagraph subscriber families! 
Write for full information on 
important merchandising helps. 


Represented by Gilman, Nicoll & Ruthmon 
BLOOMINGTON 


PLUS MARKET 


(79,258 other people) 


(43,521 people) - 


The Pantagraph 


American Weeki 
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LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW? 


More than 80% of the 100 leading 
national advertisers in 1952 used news- 
paper supplement advert‘sing. Many ad- 
vertisers using one or more of the three 
national supplements used the Louisville 
Courier-Journal Magazine to complete 
their supplement schedule. In 1952, more 
than a 100 This Week advertisers placed 
a total of 286,419 lines in the Louisville 
Courier-Journal Magazine 


Send for your free copy of a new 
factual study of newspaper supple- 
ments. Write to: Promotion Depart- 
ment, The Courier-Journal, Louisville 
2, Kentucky. 


* THE LOUISVILLE 


Conrier-Zournal 


SUNDAY MAGAZINE 
Sunday CouriemJournal Circulation 303,- 
238 « Member of The Locally-Edited 
Group « Represented Nationglly by The 
Branham Company. 


acted upon, and plans for the coming 
seasons outlined. Current sales prob- 
lems are another agenda item. 

Holeproof has always used contests 
as sales incentives. Automobiles, cash, 
bonds and the like were the come-on. 
One or more major prizes were fea- 
t tired. 

‘In the past few years the thinking 
concerning contests has changed,” 
Lippincott says. “‘Now they are set 
up so that a man competes with him- 
self rather than with his brother sales- 
man. In the past, when a contest ran 
over a long period of time, one or 
two salesmen would hold the lead 
and the others would get discouraged 
and lose interest. 

‘In our present procedure a sales- 
man is given points for various 
achievements a sales increase or 
new accounts. In this type of contest 
his own initiative determines how 
much he wins. As he accumulates his 
points he selects or more likely his 
wite selects his prize or prizes 
trom a Belnap & Thompson premium 
catalog. In one of our contests all 
pertinent correspondence was ad- 
dressed to the wives who supplied the 
necessary encouragement to their hus- 
bands.” 

A working set of sales tools helps 
every Holeproot salesman do a first- 
class job of selling. In addition to a 
omplete set of samples he has: 

1. Portfolios. Covering each of the 
Holeproot and Luxite lines, these 
portfolios enable the salesman to 
make a simplified, well organized 
presentation of sales, advertising and 
promotional plans. They also make 
it easier for him to help his accounts 
with long-range plans and tie-ins with 
national promotion. Among sales aids 
are reprints of all national advertise- 
ments; proofs of newspaper mats; 
samples of photographs or displays; 


’ 


samples of mailing inserts; material 
for special promotions. 


2. Comparative Information. Case 
histories of adaptable sales techniques 
and ideas for store promotions sent 
regularly from the home office. 


Almost constant personal contact 
with members of its sales force char- 
acterizes Holeproof policy. Further 
communication is carried on through 
a steady flow of bulletins. These in- 
clude: 

1. Weekly bulletins issued by the 
sales department. In the form of in- 
structive letters outlining new  pro- 
cedures and suggestions for simplify- 
ing orders and expediting deliveries, 
they encourage sales, point out salient 
features of items in the various lines, 
report unusual promotions and suc- 
cess stories. 

2. Bi-monthly bulletins issued by 
the merchandise managers. ‘These re- 
port acceptance of the lines and give 
general sales aids and promotional 


suggestions. 


3. Weekly 4d-lisor issued by the 
advertising and promotion depart- 
ment. ‘This informs the sales force 
of available sales aids — statement 
inserts, newspaper mats, broadsides, 
point-of-purchase displays, and edito- 
rial features scheduled to appear in 
their area newspapers. 

Last year Holeproof became the 
first company in the industry to es- 
tablish an insurance and _ retirement 
pension plan for its sales force. (This 
is in addition to Blue Cross hospital- 
ization insurance and a group insur- 
ance plan initiated eight years ago, 
with company participation, for ad- 
ministrative as well as sales person- 
nel. ) 

Designed on a participation basis, 
the plan provides for insurance while 


\WELP YOURSELF to SIOUX CITY'S 


PRIAMBRAARA 
eee &'<7464> 


#100 YEAR STAPLE MARKET 
RICH 49 COUNTY MARKET POTENTIAL 


flavored with the SELLING POWER 
of Sioux City Newspapers 


Che Sioux City Journal 


JOURNAL-TRIBUNE 


NATIONAL REP. JANN & KELLEY, INC. 
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the salesman is working, and an an- 
nuity upon retirement. Says Lippin- 
cott: ‘It is a simple plan, to bind as 
well as benefit. We feel no other 
existing plan is as effective for sales- 
men.” 

Says Frankel: ““To my knowledge, 
this plan, developed in cooperation 
with Security Mutual Life Insurance 
Co., Binghamton, N. Y., is the first 
one ever set up expressly for and 
covering exclusively a sales force like 
ours, 

“It has been the custom in organi- 
zations such as ours to consider mem- 
bers of the sales force as independent 
contractors. Only recently have such 
men come under the Federal Insur- 
ance Contributions Act. Though they 
are eligible to receive Social Security 
benefits, their contributions are made 
individually and not through payroll 
deductions. Their companies do not 
contribute.” 


Retirement Plan 


How the plan works: All members 
of the sales force are eligible to par- 
ticipate in the new program atte 
two years of continuous employment 
with the company. The insurance is 
automatic for all salesmen and no 
physical examination is required. Re- 
tirement income at the age of 65 is 
provided for all salesmen enrolled 
under the plan for a minimum 10- 
year period. Upon reaching retire- 
ment age, a salesman may elect to 
receive a lump sum benefit or a 
monthly income for life. 

Retirement is not mandatory for a 
salesman who wishes to continue 
working. Instead, he may exercise his 
option of receiving the lump sum pay- 
ment or the monthly income whethe: 
or not he continues to be active. ‘The 
monthly income does not include So 
cial Security benefits he would nor- 
mally receive at retirement. 

If a participant dies before 10 
years of his retirement have elapsed, 
the balance of the payments are made 
to his beneficiaries. 

If asalesman dies before retirement 
age, a death benefit is paid to his 
beneficiaries. Each salesman has the 
option of setting up an income plan 
instead of a lump sum payment to 
beneficiaries. “The family may elect 
to receive the income to run for five, 
10, 15 or 20 years. 

Special provisions have been made 
to cover disability. 

Cost of the plan is borne equally 
by the company and _ participating 
salesmen. 

The plan reduces tensions felt by 
many men, especially those in thei: 
later years. The End 
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Any of these 


BRANIFF ¢ CAPITAL 


- fe fONAL + NORTHWEST 
(ePAN AMERICAN 


Ticket 


... will reserve 


YOUR CAR 


at your destination with 


NATIONAL 
CAR RENTAL SYSTEM 


FULL ROP 
COLOR 


Available both 
daily and Sunday 
for greater impact 
in this powerful 
newspaper. 


IEDMONT ¢ SOUTHERN 


Ammo TRANS WORLD « UNITED 


“Your car’’ will be waiting for you 
—to save time on local calls... 
give you more time to do business. 
Ask these airline ticket agents, or 
your travel agent, to teletype reser- 
vations to the NATIONAL member 
at your destination. The courtesy, 
service and dependability of 
National Car Rental System make 
it the tops in personal transporta- 
tion. In principal cities, here and 
abroad, NATIONAL members are 
anxious to serve you with clean, 
easy-driving late model cars... 
the best in car rental service! 


Write TODAY for a 
National Courtesy Card to 


NATIONAL CAR RENTAL 


SYSTEM, INC. 
hington + St. Lovis 3, Mo. 


The 344.800 families in 
Metropolitan Buffalo average $5,597 
spendable income. 463.400 in the 8 
Western New York counties average 
$5.287 for a total of nearly 24% billion. 

To reach the cream of them most 
economically use the Morning Courier- 
Express. To reach nearly all of them, 
use the Sunday Courier-Express . . . 
the State’s largest newspaper outside 
of Manhattan. 


i err: 
Buf falo oo eie 


Western 
New York's 
Only Morning 
and Sunday 
Newspaper 


EXPRESS 


REPRESENTATIVES: 


SCOLARO, MEEKER & SCOTT 


Pacific Coast — DOYLE & HAWLEY 


lf You Want Lower Sales Costs, 
Pin Down the Facts on Potential! 


When they unearthed the facts .. . 


competitive 
are forcing all manutacturers to take 
a long, hard look at selling costs. 

Immediately we begin to ask ques- 
tions such as these: 

1. Are we directing our selling 
effort into the most profitable chan- 
nels ? 

2. How 
quotas? 


Increasing pressures 


accurate are our sales 


3. Can we get more incentive into 
our compensation plan? 

4. Are our sales territories of the 
most efficient size? 

5. Is our advertising properly al- 
located ? 

Analysis of any or all of these 
problems leads to 2 single, incon- 
trovertible conclusion: the need for 
developing basic yardsticks for meas- 
uring our market. We believe the 
solution of many marketing problems 
starts with the precise definition of 
the market in quantitative terms. 

We at Ball Brothers came to that 
conclusion and set up a marketing re- 
search department in 1952. ‘Today 
we have our data on market poten- 
tials—by products—-and there is no 
way to estimate the multiple manage- 
ment values we know we will get out 
of them. They will be, in our opinion, 
very great indeed. 

In the industrial market in which 
our Commercial Glass Container 
Division operates, fundamental in- 
formation on potentials is particularly 
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Do you sell to industry? And are you still operating 
without specific knowledge about where you have 
the best opportunities to make the biggest sales at 
the lowest cost-ratio? Here is the story of how one 
firm has successfully blueprinted its markets. 


As told to Alice B. Ecke 
BY T. STANLEY GALLAGHER 
Director of Marketing Research 
Ball Brothers, Inc. 


n wherever appropriate 


. .. they knew where to concentrate sales effort. 


John W. Fisher, Ball Brothers’ v-p and director of commercial sales (left 
in photo) and T. Stanley Gallagher, director of marketing research (right) 
are hot on the trail of distribution wastes. Research has revealed who buys 
what, and where, and how much. Now sales:and advertising effort can be 


allocated with much greater precision. 


important. This statement gives 
recognition to the fact that in many 
industries a relatively small number 
of companies represent a large share 
of the potential market for a product. 
It is vital for a marketer of industrial 
products to find out . . . which com- 
panies? . . . represent what _ poten- 
tial? . . . where? 

This information is usually difh- 
cult to obtain. Development of the 
basic measure of our markets, there- 


tore, became our Number 1 task. 
We set about the development of 
the basic product market potential 
data in as completely an objective 
manner as possible by (1) devising 
and utilizing as many methods of 
estimating as feasible; (2) using as 
many sources as are available. 
Obviously, the philosophy of this 
approach is that the more methods 
(and sources) used, the greater the 
reliability of end results. Confidence 
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Country Gentleman 


changes name to 


Better Farming 


In the April 1947 issue, the editors of Coun- pearing’ on the masthead: ‘““The Magazine 
try Gentleman launched a new editorial con- for Better Farming, Better Living.” 
cept—Better Farming for Better Living. 


As postwar developments brought far- Now—a change in name 
reaching changes in farming and farm living, to “Better Farming” 
this concept has been increasingly expressed 


by changes in the magazine. The August issue will tell Country Gentle- 


More articles on more subjects to help — man’s 2,600,000 families that by the end of 
farmers profit from rapid advances in a this year the name of their magazine will 
new age of agriculture. change to Better Farming. 


Country Living, a unique program of In a period of transition to the new name, 
better-living ideas for every member of there will also be a new cover design. 
the family in a new era of prosperous 


‘ 7a The Country Living section will be retitled 
farm family life. 


Better Farm Living. 

Faster, sharper presentation through 
new techniques in layout, typography 
and illustration for a busier farm audience. 


We do not drop an old and honored name 
without some regret. But the new name, 
Better Farming, is more indicative of the 
Country Gentleman’s editorial program during magazine’s contents—and of the objectives 
this period has been stated in a subtitle ap- —_ of both its editors and the people it serves. 


Country 
Gentleman 


The magazine for Better Farming 


A Curtis publication— Circulation now more than 2,600,000 
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in estimates is greatly enhanced when ing estimates of total glass container Thus the data were available on 
two or more methods (sometimes usage by each plant. a national basis, and our principal 
radically different ones) yield data of Data for the industry as a whole job was to prepare geographical area 
approximately the same level. are available by product categories estimates from these totals through 
The job of providing the basic each month from two sources: Facts development of market indexes. 
market potential data included not for Industry releases (United States This leads directly to the question 
only statistical estimates, but the Department of Commerce, Bureau of of the actual mechanics of how we 
names and locations of the plants the Census) and monthly reports of obtained data for constructing mar- 
that actually package their products the Glass Container Manufacturers ket indexes. ‘I'wo steps were required: 
glass. This assignment, therefore, Institute, a trade association. Al- 1. Identification of the industries 
comprised two parts: though we actually used G.C.M.I. that use glass containers, in terms 
1. Statistical estimates of product data, the Census material (recap of of product categories. 
market potential data, by geograph- production and shipments for years 2. Selection of statistical series 
ical areas. 1949-1953) can be used here for which reveal quantitative measures 
2. Locating the plants and provid- demonstration purposes. of glass container consumption in 
terms of geographical units such as 
States. 


THESE ARE SOME Use of Government Data 


OF OUR ENTHUSIASTIC or ; 
Ihe comprehensive nature of the 
CUSTOMERS: job, its sheer magnitude, suggested at 


ee once that the best secondary [i.e., 
\t COSTS YOU NO MORE FORD published] material probably could 
xO GET THE BEST FROM PHILCO be found in the wealth of govern- 


mental data available on the indus- 

OD \ OLD GOLD trial and consumer market. A useful 

WOU G. E. tool in the initial stages of such an 
' WESTINGHOUSE undertaking is the Standard Indus- 

America 4 Largest Maker uM U.S. RUBBER trial Classification Manual, Volume 
of Sup -Dunratle al !—Manufacturing Industries, Part 


1—Titles and Description of Indus- 


TW tries and Part 2—Alphabetical In- 
GLEAW-SK : dex of Products. 
These excellent government pub- 
ADVERTISING lications (United States Bureau of 
the Budget) provide (1) a complete 
description of our domestic manufac- 
turing activities, in terms of major 
groups and subgroups; (2) a prod 
uct listing by means of which it is 
possible to identify the industries 
listed under (1) that use glass con- 
tainers [for example]. Identifying 
the industries that are users of our 
When cost factors count, you need not products has two real advantages 
We can obtain production figures 
: : on these industries in the Census of 
ter of a century, we've been making  Ond lay Or Manufacturers, United States De- 
fine, result-full banners for Famous Urch ul ie tive partment of Commerce. 
Names in American Business at prices 5. ide uly Oducp 2 Many state industrial directories 
that are right for every budget... ihe : a Wil he) (a basic reference work to be dis- 
banners that sell the customer, re-sell cussed later) classify the companies 
, a operating in their states by the Stand- 
the dealer... banners that build prestige ard Industrial Classification Manual. 
... banners that do a job well in stores, c The Dun & Bradstreet Reference 
showrooms, shops . . . banners that stay lan Book Business Code Numbers are 
beautiful and stay up —their usual life _— Meenas based on this same manual. rh 
With the industries identified, we 
. were then in a position to use the 
Our experienced staff of consultants is at ‘4 Census material. For some of our 
your service...our huge facilities prom- * product categories we were able to 
ise prompt deliveries in any quantities. rae addition, the oo data 
(which are a by-product of taxes paid 
on such products as beer, wines and 
liquors) of the United States Treas- 


a 112 EAST 32nd STREET ury Department, Alcohol Tax Unit. 
OLLYWOOD BANNERS This description is, of necessity, an 
NEW YORK 16, N.Y. oversimplification of the actual pro- 


cess. A substantial amount of statis- 


sacrifice quality. For more than a quar- 


is well over a year! 
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tical research and experimentation 
was necessary before we finally ob- 
tained statistical estimates of total 
industry shipments, by product cate- 
gories, for each state. 

The next step was to identify the 
plants which use glass containers in 
each state, and to indicate broad 
measures of their size, preliminary to 
obtaining precise estimates. 

Lists of the companies that use 
glass containers were obtained from 
a comprehensive survey of published 
lists, plus our company records and 
general information. In all, we used 
about 25 different sources to prepare 
our original lists. Names and ‘loca- 
tions of the plants listed were subse- 
quently checked by our field salesmen. 
Sizes of companies were indicated, in 
the preliminary study, by whatever 
criteria of measurement were avail- 
able. In general, these were employ- 
ment, capacity and sometimes produc- 
tion in physical units. This was done 
for each product category, and Part 1 
of the market potential study for each 
state was given to the proper sales- 
man, together with a supply of ‘“Po- 
tential Customer Report’ cards 
(See page 78.) on which the salesman 
recorded required data obtained by 
personal calls on these companies, 
sending the data to the Marketing 
Research Department. 


Market Potential Data 


Upon receiving the data from the 
field sales force, we were then able 
to pinpoint market potential data in 
terms of (1) geographical areas— 
(a) sales territories, (b) counties, 
(2) plants. 

For each sales territory we ranked 
the top companies in each product 
category, showing each company’s 
potential and its proportion of the 
total potential for that product cate- 
gory in the sales territory. Also, each 
company’s potential was expressed in 
terms of percent of the total sales 
territorial potential so that each sales- 
man knew the proportion of his total 
territorial potential represented by 
the top companies. Ball sales were 
placed alongside these, and Ball share 
of the market computed by company 
and by sales territory. 

Maps showing the various patterns 
of concentration of sales opportunity 
by areas (territories, top counties) 
and by companies were produced for 
top management guidance. ‘These 
have become the master blueprint 
upon which our present sales policy 
is formulated. As mentioned before, 
they can be utilized in helping to 
solve such sales problems as number 
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of salesmen; size of territory; sales 
quotas; a fair sales compensation 
plan. The inestimable value of guid- 
ance to sales managers in directing 
efforts of salesmen into areas of most 
profitable sales is obvious. Currently, 
at the level sales cost per call has 
reached, this master blueprint has be- 
come a major tool for profit. 

Sales research: In this day of high 
breakeven points and government 
taxes, one promising area for reduc- 
tion of distribution costs lies in selec- 
tive selling. 

In the development of our master 
blueprint, we set the stage for selec- 


tive selling by isolating patterns of 
concentration of sales opportunity by: 

* Product categories 

* Geographical areas (< 
ritories, (b) counties of 
tial 

¢ Companies [plants ] 

In the early stages of this work, 
we also set up a simple sales control 
system to show the direction of our 
selling effort, by sales territories, by 
customers and by product categories. 
These were the forms we designed: 

IBM. Report: Sales, by sales ter- 
ritories, by customers, month and year 
to date, current and previous year. 


) sales ter- 


1 
af! 
high poten- 


Again 
“New England is NOT ONE 
Big Market” 


... Says George A. Rader, 
New England District Manager 
for General Foods .. . who 
agrees with other New England 
regional managers that New 
England is made up of major 
and satellite markets, each 
with their own variable dis- 
tribution patterns. 

“Consider the Worcester, 
Massachusetts market, for ex- 
ample: while it is a prominent 
grocery distribution center, 
three of its major chains (Stop 
& Shop, First National and 
A&P with super 
markets) have wholesale head- 
quarters outside of the Wor- 
cester market, Therefore, 
wholesale grocery figures for 
Worcester are not a reliable 
yardstick of Worcester’s retail 
grocery sales potential. 


over 75 


GEORGE A. RADER 


New England Dis- 
trict Manager, Gen- 
eral Foods Sales 
Division, Genera 
Foods Corporation. 


“Retail sales are the real 
measure of Worcester’s grocery 
volume ... and they are in 
excess of $168 million annually. 
Advertising and sales promo- 
tion should be applied where 
consumer sales are greatest 
and not solely on the basis of 
wholesale figures.” 


Local-Level Knowledge Is A 
Must For Top Level Decistion- 
Making 


@ This advertisement is pub- 
lished in the interests of fuller 
understanding of the Worces- 
ter, Massachusetts market by 
The Worcester Telegram, The 
Evening Gazette, and The 
Sunday Telegram. George F. 
Booth, Publisher. Circulation 
daily, 155,552; Sunday, 103,099. 


An Old Name... but a New Dress 


Ball Brothers Co., Inc., has been engaged in the manufacture of 
mason jars since 1878, but with the march of time its interests have 
been diversified so that now its mason jars account for less than 10% 
of its total sales. 


Currently, the manufacture of commercial glass containers—jars 
and bottles which package some of the best-known food products, 
beers and liquors—is the largest segment of the company’s total sales. 


Ball is also an important manufacturer of closures, both for its 
consumer products—fruit jars and jelly glasses—and for commercial 
packing. it is a factor in the metals business, being an important 
producer of zinc cases for dry-cell batteries, lithographing plates, 
sheet and strip zinc. Its Rubber Division, in addition to making rubber 
rings for sealing mason jars, supplies specialty rubber products for 
the automotive, aviation and electrical appliance industries. It oper- 
ates a Corrugating Division, supplying much of the glass factory’s 
packaging needs. 


your headquarters 


The company has also entered other businesses through purchase, 
a recent acquisition being the Hygeia Nursing Bottle Co., Buffalo, 
N. Y. It is the principal stockholder in Kent Plastics Corp., Evansville, 
Ind., an important supplier of decorative plastics for many industries 
including automotive and major appliances. 


in St. Louis 


vorecs “Mayfair 
lennox ST. LOUIS 
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The Commercial Glass Container Division is headed by John W. 
Fisher, vice-president and director of commercial sales, a director 
of the company and member of the Executive Committee. 


Marketing research is a staff function in the Ball organization. T. 
Stanley Gallagher, director of marketing research, is a member of 
Fisher’s staff and reports directly to him. Although marketing research 
is available to and is utilized by other divisions of the company, the 
program described in this article relates to only one phase of the 
department’s work: activities in connection with the Commercial 
Glass Container Division. 


Don’t let YOUR product be a 


“LAST-MINUTE LOSER” 


Save that 
Sale 
with 


Prospects 
WHY TO BUY 


at the critical moment of buying de- 
cision. . . . Save sales too often lost 
through sales-clerk apathy or ignor- 
ance of key selling facts... . Put those 
facts in every shopper's hands with an 
eye-pleasing HAY WOQD Sell fax Tag 
—the most inexpensive sales insur- 
ance you can buy. 

Send us the sales and use facts which 
make buyers want your product. . . 
we'll suggest a Sellfax Tag idea to fit 
your needs—and we'll send other Tag 
samples and information . . . no obli- 
gation ... write today! 


HAYWOOD COMPANY 


Lafayette, Ind. 
Represented in Principal Cities 


IBM. Report: Sales, by sales ter- 
ritories, by product categories, month 
and year to date, current and pre- 
vious year. 

IBM Report: Sales, by sales ter- 
ritories, by customer, by product num- 
ber, current month, but cumulative 
by quarters. 

All three IBM reports show the 
sales information in physical units 
[gross] and dollars. 

As a further sales control device, 
a call report is required of all sales- 
men each week, indicating such basic 
information as company called on 
and whether an order was obtained. 
These data are recapped weekly and 
order-call ratios computed for each 
salesman. This information is also 
put on special cards to show sales- 
men’s activities on major accounts. 

Originally, we corsidered the pos- 
sibility of placing information ob- 
tained from salesmen’s calls on IBM 
through use of ‘Mark-Sensing” 


cards. ‘This project was postponed 
but plans are now in process for more 
detailed reporting of calls and defi- 
nitely for placing tabulatable data 
on IBM cards. This procedure will 
be necessary since we plan to prepare 
a more comprehensive measurement 
of salesmen’s performance in the im- 
mediate future. The number of cri- 
teria on which the salesman’s per- 
formance will be evaluated will be 
increased. In addition to measuring 
his performance on such scores as 
performance against quotas, 
and comparison of expense 
ratios, the direction of his selling 
effort will be recorded. Particu- 
larly will this be true in respect to 
his prospects of large potential. His 
efforts will also be carefully watched 
and, if needed, he will be given 
proper guidance in obtaining certain 
types of business which affect profit 
because of seasonal pattern. location 
of plants served and product type. 


sales 
sales 
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Data developed under sales re- 
search have been compared with basic 
market measurement data, and Ball 
has current information on its share 
of market by sales territories, - by 
product groups and by customers. 

Thus far the major portion of our 
work has been in the development of 
yardsticks which can be understood 
and used by sales management and 
salesmen alike to assist them in help- 
ing to achieve these management ob- 
jectives: maximum sales penetration 
at a reasonable selling expense ratio; 
a profit commensurate with capital 
invested and opportunities present. 


Sales Penetration 


Through the development of yard- 
sticks which are comparable with 
sales operating standards, we have 
presented, for the first time, a meas- 
ure of Ball sales penetration, in 
terms of those standards. Obviously, 
the precise knowledge of where we 
are (versus where we want to go) 
is of inestimable value in determining 
both the quantity and direction of the 
selling effort needed to achieve out 
objectives. And sales management has 
now the facts it needs to implement 
its program for reaching those goals. 
Whether planning its strategy (as, 
for example, in selective selling), or 
analyzing its strength and weaknesses 
(Do we have the proper number of 
salesmen? Are our sales territories 
efficiently laid out and of the most 
eficient size?), or in developing 
proper incentives (setting accurate 
sales quotas and improving sales com- 
pensation plans), sales management 
has the facts available — facts on 
which to solidly build its future pro- 
gram. 

Perhaps the best means of under- 
standing Ball management’s opinion 
of the value of its Marketing Re- 
search Department can be gleaned 
from the recent directive that its 
services be used to assist our cus- 
tomers in their marketing problems. 
This recognizes first of all that it is 
good business to help our customers, 
since our future is tied to them. Ball 
subtly acknowledges the assistance it 
has received from marketing research 
in its own business when it recom- 
mends this tool for use by its cus- 
tomers. 

In addition to this program on be- 
half of our Commercial Glass Con- 
tainer Division, marketing research 
is utilized in connection with other 
divisions of Ball’s business. It would 
appear that the function of market- 
ing research has been successfully in- 
tegrated in the company organization. 

There is also this fundamental ob- 
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Scene from the new Dun & Bradstreet sales-training 
film, “Of Time and Salesmen.’’ Henry Manners, sales 
manager of Electro-Art Company, is dictating a letter 
to fledgling salesman Ben Philbin, calling him on the 
carpet for missing good prospects on his first trip 
around the circuit in a new sales territory 


“How come 
you missed Stover 
in Carville ?’’ 


If the best prospect in town is just another name on a prospect 
cord, and in an out-of-the-way location to boot, who's to blame 
if a salesman passes him up because of a tight schedule? 

The salesman who uses a Dun & Bradstreet State Sales Guide 
has at his fingertips information about the line of business, length 
of time in business, size, and credit standing of manufacturers, 
wholesalers, and retailers in his territory. 

He can plan in advance his daily hour or two of face-to-face 
selling, to concentrate his best efforts on the best prospects and 
divide his remaining time among the marginal accounts and 
unknown quantities. 

The law of averages does the rest. 


THERE’S A DIFFERENCE BETWEEN SPENDING TIME AND INVESTING IT 


Dun & Bradstreet, Inc. Dept. 11 
99 Church Street 
New York 8, New York 
Yes, we'd like to know more about State Sales Guides for sales planning. 
[J Please have a representative call. 


Please send a copy of the booklet, ‘How to Get the Most Out of Your State 
Sales Guide.”’ 


We'd like more information about the training film, “Of Time and Salesmen,” 
which we understand is available without obligation. 


Name 
Company 


Address 


City Zone State 
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with handsome 


PAPER- 


Desk Sets 


PAPER-MATE 


Custom y Desk Set 


Modern design, streamlined 
base, unique “jet swivel’ 
pen holder! Beautifully 
gift-packaged, 


unconditionally guaranteed! 
Firm-name or sales message here. Engraved on a gold plate 


or hot-stamped in gold. Best-looking, practical business- 
getter for customers, prospects, friends! 


PaPER-MATE 


Jr. Executive 4 Desk Set 


Newest member of the Paper-Mate 
friend-making, business-getting 
pen family! Priced for 

modest budgets, has 24” 

chain for banks, hotels, 

counters. Base will adhere 

to any smooth surface! 


Your company name 
Unconditionally guaranteed. Gift-boxed. 


imprinted here. 


Write today for quantity prices! 


ADVERTISING SPECIALTIES DIVISION 

PAPER-MATE EASTERN, INC. 752 Broadway, New York, N. Y. 
PAPER-MATE COMPANY 8790 Hays Street, Culver City, Cal. 
PAPER-MATE OF CANADA 265 Adelaide St. West, Toronto, Canada 


servation: Iwo of the most important 
contributions a sales department can 
make to net profit are . 

1. Obtaining more profitable sales 
—not only volume, but volume of 
right products, at right places, with 
right companies at the right time. 

2. Reducing sales expense in work- 
ing sales territories in the most efh- 
cient manner, by better planning, to 
minimize time spent in selling in the 
areas of greatest sales opportunity. 


A Master Blueprint 


The theme of these basic truths 
has run throughout the conception, 
planning and production of our mar- 
keting research program, designed to 
help sales management realize Ball 
objectives. The program was predi- 
cated on the thesis that there existed 
patterns of concentration of sales op- 
portunity which, if isolated and pre- 
sented in understandable terms, could 
become selling tools to achieve deeper 
sales penetration and wider markets. 

In effect, this vital marketing in- 
formation has been fashioned into a 
master blueprint for both sales man- 
agement and salesmen, to use in long- 
range and in everyday sales planning. 
These are a series of road signs to 
bigger and more profitable sales vol- 
ume. In short, this is the shortest dis- 
tance between us and the bull’s-eye. 
This is the rifle-shot approach to prod- 
uct markets. With it we are “On 
Target.” It puts power in our sell- 
ing punch because we know our 
efforts are directed full strength at 
the cream of the business. And _nei- 
ther time nor effort will be wasted 
in trying to get small, undesirable 
highest-cost segments of the business. 

In the phase of the cycle we are 
now in, the mettle of both men and 
companies is likely to be severely 
tested. The making of an acceptable 
profit—maybe even survival itself— 
may depend on making ourselves as 
eficient as we know how to be. In- 
deed, with the momentous changes 
occurring in our nation’s economy, the 
degree of management’s sensitivity to 
these changes and its ability to re- 
main in the vanguard of these ground 
swells might be the index with which 
future progress will be measured. 
Such alertness in management could 
well be the fine line of demarcation 
between continued success or unprofit- 
able operation as we face new — 
and perhaps strange—conditions in 
the period immediately ahead. 

In such a climate, marketing re- 
search will contribute its full share 
as a management tcol in the “Sales 
Decade” —that period of opportunity 
for enlightened companies into which 
we have so recently entered. The End 
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News from Ronson... 


announcing 
the most 
exciting 
business 

oifts 


in years! 


NEW ‘WINDLITE’ BY RONSON just out and already America’s most talked about windproof lighter. New owners proudly 


show off the Windlite—and with it, your company’s name, trademark, or brief advertising message. Retail value ...$3.95 


7 ar ~. 


First time ever...complete Ronson line of 
prestige business gifts... widest price range 


You'll put your company’s name in the best light, when you put it on a Ronson 
lighter. Many times a week... thousands of times a year... your name, trademark or 
slogan will be displayed. And every time. Ronson quality and prestige will proclaim 
your good taste and your insistence on the best. No other lighter...no other name 
in gifts... has won such public recognition and regard. 
Now for the first time you can choose appropriate business gifts, service 
awards, safety awards, premiums, from a wide range of Ronsons with ee 
retail values from $3.95 to $200. ' Roses; | 
Certainly you'll want to see the Ronson line... hear about the liberal price prtherssche sie 
structure...learn about the finest engraving and long-lasting color 


reproduction. Mail coupon and we'll be happy to give you the facts. 
Ronson Corporation 
Industrial Division 
31 Fulton St., Newark 2, New Jersey 
I would like complete information on Ronson 
lighters for business gifts. 


world’s greatest lighter > name 


company 


world’s greatest business gift —: street address 


city & state 
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Ideas for “Reps” Sales Meeting 


If you think your company is too small to afford the cost 


of a national sales meeting, see what Stow did for its 13 


agents and two salesmen. These ideas are thought-starters. 


A national sales meeting, which 
covers a company’s entire sales or- 
ganization, is not used by industrial 
giants exclusively. A small company 
with just two salesmen and 13 manu- 
facturer representatives can invest 
profitably in a_ sales meeting that 
brings its small but far-flung sales 
force to the home office for discus- 
sions, suggestions and training. 

Such an organization is Stow 
Manufacturing Co., Binghamton, N. 
Y. The company has 116 employes, 
does a $l-million gross business a 
year. Anticipating an end to govern- 
ment contracts, Stow had to develop 
new business to offset this loss. For 
C. F. Hotchkiss, president, there were 
three avenues of approach to the prob- 
lem: 


This We Won't Do! 


“First, we could:trim our organ- 
ization to as small as possible to 
support the decreased volume. 
( Naturally, we’d rather not do this. ) 

“Second, we could make some new 
products that would be sold through 
our present channels. (This would 
round out our lines, make them more 
attractive to new distributors. ) 

“Third, we could increase sales 
volume of products we now make. 
(This last solution, naturally, would 
be the most desirable since it would 
allow us to keep our present organiza- 
tion, and we would not have to invest 
money in new products. )” 

Expense of bringing salesmen in 
from across the U. S. and Canada is 
considerable for a small company. 
But high costs are outweighed by the 
special advantages of a small national 
meeting. It has the intimacy and in-~ 
formality of a regional meeting, plus 
direct contact with top management. 

For Stow, this first meeting in 
seven years was essential. The com- 
pany had to explain its position care- 
fully and, at the same time, provide 
sales training to new men who were 
not familiar with its entire line. In 
addition, Stow needed many answers 
from the salesmen. As Hotchkiss 


86 


explained to the assembled sales force: 
“We expect to get as much out of 
this meeting from you as you will 
from us.” 

Months in advance of the conclave, 
Hotchkiss wrote a detailed report, 
“Ideas for Bolstering Business in 
1954 and After.” This was dis- 
tributed to all employes and included 
with the first announcement of the 
meeting to the salesmen. Designed to 
stimulate thought, the report was fol- 
lowed some weeks later by a tem- 
porary agenda of the two-day parley. 
It outlined subjects to be covered and 
demonstrations that were planned. 

At the meeting, everyone sat in- 
formally at one long table. A product 
display lined one wall, and wall 
charts on Stow’s advertising impact 
were on another. Products-in-use 
photographs were displayed on one 
wall, and salesmen could sign their 
names under these pictures to receive 
8” x 10” prints. 

Each product line was handled 
separately. Before each session, sales 
men were given a folder on the pro- 
duct line to be discussed. Folders 
contained product literature, price 
sheets, reports on advertising and pro- 
motional activities, mimeographed 
data on products and data on 
competitors. Advantages-to-customer 
sheets were given to salesmen for each 
product line to serve as sales-point 


reminders. “Advantages” _—_ sheets 
were designed in addition to serve as 
guides for salesmen when they con- 
duct distributor sales meetings. 

J. L. Dickinson, vice-president in 
charge of sales, explained to the 
assembled salesmen and agents that 
he was going to conduct a product 
meeting the way it-should be done 
for distributors. Through this device 
he was able to cover the most elemen- 
tary points—of particular benefit to 
new men—and at the same time re- 
fresh old hands in basic selling points. 
Salesmen were given a_ practical 
demonstration of how they might put 
on a product session for their dis- 
tributor customers. 

As each model of Stow’s flexible- 
shaft grinding machine was discussed, 
it was set up on a table before the 
group. Salesmen were encouraged to 
ask questions about them and to make 
comments on design changes they con- 
sidered worth-while. Salesmen were 
asked to give their views on what 
products might be added to the line. 

Each suggestion and comment was 
noted. Cuestions were answered at 
once if possible. Those that required 
more consideration or study were to 
be answered later and salesmen were 
told to expect direct answers. 

Product-in-use demonstrations were 
followed the first afternoon of the 
meeting by a plant tour. Company 
executives each conducted four or five 
men through the plant. This allowed 
for close personal contact and atten- 
tion to every question asked by sales- 
men. 

First session on the second day in- 
troduced a new product. Complete 
data and photographs of the product 


industrial distributors. 


distributors. 


What Does Stow Do? 


Stow Manufacturing Co. manufactures flexible shafting, invented 
by Nelson Stow and first produced in 1875. Flexible shafting is made 
by winding layers of wire on top of each other. It is used to trans- 
mit rotary motion over a curved path. 


Flexible shafting is used in many machines, so Stow’s sales repres- 
entatives must contact original equipment manufacturers as well as 


Stowe’s complete line of flexible shaft grinding machines is sold 
through mill supply houses. In addition Stow salesmen call on ship- 
yards, contractor’s equipment distributors and petroleum equipment 
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Now! General Mills ships all Package 
Foods in Tear Strip Containers! 


Good news for every grocer! ... Mr. 
E. H. Andreson, Director of Grocery 
Products Sales of General Mills, Inc., 
announces that all General Mills Pack- 
age Foods products will now be shipped 
in Tear Strip Containers made with 
‘‘Scotch”’ Filament Tape! 


Strip Containers, made with “‘Scotch” Brand Fila- 
ment Tape, to all full-size cases of General Mills 
products.” 

Most Convenient Carton in Your Store! 

Tear Strip Containers open just like a pack of 
cigarettes—slick and quick with just a pull on the 
tape! Super-strong “Scotch” Filament Tape cuts 
through the tough corrugated stock from the inside 
when you pull—completely eliminates need for 
knives, cleavers, or wedges! 
Watch for the new General Mills’ Tear Strip Con- 
tainers made with “Scotch” Filament Tape—the most 
practical, easiest-to-handle cartons in the grocer’s 
stock room! 


Mr. Andreson explained: ‘“‘General Mills is proud 
to have been the first food manufacturer to bring 
the advantages of Tear Strip ‘quick-opening’ Con- 
tainers to the retail food industry. Initial sectional 
tests decisively demonstrated that these modern 
containers save our retailer friends considerable 
time and money in their handling of our products. 
Therefore, we are now extending the use of Tear 


Proved to be the only ‘‘quick-opening’”’ container that works perfectly every time! 


OPENS ZIP!—LIKE CIGA- 
RETTES! No straining, no tug- 
ging on the flaps...an effortless 
motion tears a neat, even edge 
around the entire container! 


STOPS DAMAGED GOODS! 


Contents of a Tear Strip Con- “ 


tainer are not crushed or cut 
in opening. This means no re- 


turned damaged goods for you. * 


45% FASTER PRICING! There 
are no flaps to be folded back or 
held while marking. Each item 
is in perfect position for quick, 
easy price-marking! 


41% FASTER SHELF-STOCK- 
ING! You don’t have to “‘dig’”’ 
for merchandise. Once carton 
top is off, products are accessi- 
ble, ready to put on shelves. 


Why not package your product in Tear Strip Containers? For more information 


write Minnesota Mining and Manufacturing Co., 


Dept. SM-74, St. Paul 6, Minn. 


SCOTCH Filament Tape 


The term “Scotch” 
and Manufacturing ¢ 
Reflective Sheetir ‘Satety-Wz 
London, ¢ east. C anada. 
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and the plaid design are registered trz 
ompany, St. Paul 6, Minnesota—also makers of 


ilk”’ Non-slip Surfacing, “3M” 


Abrasives, “3M” 


‘Scotch” 


‘Underseal” 
42nd St., 


idemarks for more than 300 pressure-sensitive adhe sive tapes made in U.S.A. by Minnesota Mining 
Sound Recording Tape, 
Adhesives. General Export: 122 E 


Rubberized Coating, 


Ae Dd, 
“Scotchlite” 
New York 17, N.Y. In Canada: 
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en, ® 
Be positive when you make your deci- 


sions on industrial advertising schedules. Watch for 


TIMEs Continuing Study 
of Executive Audiences 


The first—and only —thorough study of the huge, continually 
growing market made up of both big and little business. 


A study of the— 
2,348,676 men who manage U. S. industry, 


as reflected by the biggest single sample in the history of 
industrial research: 100,000 
executives. 

Independent, authoritative 
researchconducted by Erdos 
and Morgan Research 
Service. 

Preliminary report will be 
ready on August 15. 


were distributed, along with a copy 
of a testimonial letter that had just 
been received. As_ with _ other 
products discussed, advantages were 
outlined on a separate sheet and recent 
sales promotional activities were dis- 
closed. 

Because the new product was the 
result of a salesman’s suggestions, he 
was singled out at the meeting to get 
credit for it and to help answer ques- 
tions. Discussions on the distribution 
of the product and discounts resulted 
in a definite policy being laid down. 
Policy subjects aside, salesmen were 
shown an actual demonstration of the 
product in use. 

Note-taking by an executive at the 
meeting served several purposes: 

1. Management had a record of 
suggestions and questions to be 
answered. 

2. A record was available of im 
portant points to emphasize again. 

3. Questions asked and answered 


at the meeting were available. 


An informal report was prepared 
and sent to each man soon after the 
meeting. Included in the report was 
management’s promise to answer as 
soon as possible all questions not 
answered up to that time. Decisions 
on all suggestions made at the meet 
ing were promised. 

After special executive meetings, 
all decisions made on salesmen’s sug- 
gestions were put into a report and 
sent to salesmen. 

“We believe our sending results of 
these decisions to salesmen is im- 
portant,” says Hotchkiss. “It assures 
them that management is not ignoring 
their suggestions. It keeps morale 
high and encourages them to send in 
more useful suggestions.””’ The End 


Postal Rates? 


“In their function of edu- 
cating the people and expand- 
ing the economy, advertisers 
deserve the sympathetic un- 
derstanding of the public and 
of government. | am suspi- 
cious of any legislative pro- 
posal which would seriously 
handicap sales promotion at 
this uncertain moment in our 
economy,” said Senator Estes 
Kefauver (D., Tenn.), at “Di- 
rect Mail Day in New York,” 
May 5, 1954. 
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WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 
and other sales literature useful to marketing executives. 


1954 Metropolitan County Mar- 
ket Analysis: A year ago, this col- 
umn reviewed a 64-page brochure 
reprinting all the Metropolitan Area 
data in the 1953 Survey of Buying 
Power, published by Greensboro 
(N.C.) News and Record for adver- 
tisers and their agencies. Eight thou- 
sand five hundred copies of this bro- 
chure were distributed throughout 
important sales and advertising or- 
ganizations by representatives of the 
newspapers. The: brochure was the 
center of important meetings of 
wholesalers and retailers, as well 
national advertising groups. as_ its 
message of the importance of the 
Carolina areas, and the entire South, 
was presented through - statistical 
rankings and comparisons of Metro- 
politan Areas, including classifications 
of sales not published in the Survey. 

Now, in 1954, the second edition 
of this outstanding brochure has just 
been published, containing all the 
data in the original edition, plus 
pages comparing the South’s top 20 
Metropolitan County Areas, based on 
the 1954 Survey of Buying Power 
and showing data for the calendar 
year of 1953. Included are two maps 
showing the 100 leading Metropoli- 
tan County Areas of the nation, and 
also the top 20 areas in the South, 
specifically including Arkansas and 
Louisiana, Kentucky and Virginia 
and the southeastern states ad 
xy these border states. 


National Rankings 


Following the national map, the 
first portion of the brochure is de- 
voted to national rankings on popula- 
tion, families, and dollar volume of 
total retail sales, and classifications 
of store sales for food, general mer- 
chandise, furniture-household-radio, 
automotive, drug, eating and drink- 
ing, apparel, gasoline service, lumber 
and building material, hardware, jew- 
elry, and packaged liquor. The rank- 
ing tables are lifted directly from the 
Survey, and are presented with facing 
advertising statements calling atten- 
tion to important areas in the nation 
as they compare with the Greensboro 
area, and likewise showing the rank- 
ing of the North and South Carolina 
Metropolitan Areas. 
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As was the case last year, the 
Greensboro area ranks 107th in num- 
ber of families, among the 233 stand- 
ard and potential Metropolitan Areas 
of the country. The fact that it also 
ranks substantially higher than 107th 
in every classification is of course the 
powerful selling story which is pre- 
sented by the News and Record—but 
it is notable that throughout the bro- 
chure honest comparisons show the 
fine ranking of other national, Caro- 
linas, and southern Metropolitan 
Areas. For the marketing man, the 
brochure provides a handy and rapid 
means of spotting relative values in 
areas throughout the country, and in 
all major classifications of retail sales. 


Market Ranking Comparisons 


Following the map of the top 20 
southern areas, the brochure presents 
the Summary of Data for Metropoli- 
tan County Areas, as published in 
the Survey, with detailed population, 
income and retail sales statistics for 
each area. Also, the Sales in Seven 
Store Groups — eating and drinking 
places through jewelry stores, for 
each area, as published in the Survey. 
Followed by the Ranking of Metro- 
politan County Areas in 20 categories 
—population, income and retail sales 
—and the per Family Sales of each 
area in total and all classifications of 
retail sales. Facing these ranking 
pages are additional advertising state- 
ments showing the ranking among the 
top 20 Metropolitan Areas in the 
South. Here again comparisons are 
interesting, bringing into focus actual 
rankings of markets which are not 
compared directly in the Survey. 

The brochure concludes with a re- 
print of the North Carolina County- 
City section of the Survey and the 
state marketing map. These four 
pages are the only portion of the bro- 
chure devoted to state, county and 
city data. 

The brochure, which this year con- 
tains 88 pages as compared with last 
vear’s 64 pages, is available on_re- 
quest to George Lemons, Advertising 
Director, Greensboro (N.C.) News 
and Record; or may be obtained 
from the offices of Jann & Kelley, 
Inc., in Chicago, New York, Detroit, 
Atlanta, San Francisco and Los 
Angeles. 


How to Improve Marketing Effi- 
ciency: Analysis of catalog proce- 
dure made by Sweet's Catalog Serv- 
ice, Division of F. W. ‘Doden Corp. 
It outlines the ways in which a cata- 
log can achieve a manufacturer's 
objective —- whether it be for more 
orders, or lower costs per order, or 
both. It tells how to establish bench- 
marks for measuring the efficacy of 
a current and future catalog program 
in a co-ordinated marketing plan; 
how to create selling opportunities by 
meeting the needs of buyers who are 
faced with the problems of determin- 
ing what to buy, when to buy and 
from whom to buy; how buyers use 
catalogs; how to co-ordinate a cata- 
log with advertising and selling; how 
to meet sellers’ catalog needs. In addi- 
tion there is information about cata- 
log design, production, coverage and 
accessibility. Write to Garwood R. 
Wolff, Sweet’s Catalog Service, 119 
W. 40th St., New York, N.Y. 
"a 
This description of the free booklet, 
“How to Improve Marketing Efficiency 
Through Improved Catalog Procedure", 
appeared previously in "Worth Writing 
For''. We reprint it here for the bene- 


fit of those who might have missed it. 


. 
6) Sweet’s Catalog eevee 


GENERAL AUTO 
CUTS FLEET 
‘RENTAL COSTS 


COMPARE 
(Based on 25,000 Miles Per Year) 
INCLUDING 


GAS, Oil, 
MAINTENANCE, PER 
INSURANCE MILE 
AND TAGS 

§9°° 


MONTHLY 
RENTAL PLANS 
PER MONTH 
(Slightly Higher in West) 


FLEETS OF 25 TO 1,000 FORDS, 
PLYMOUTHS, CHEVROLETS 
All plans include immediate replace- 


ment in case of fire, theft or serious 
damage. New cars every 12 months. 


SERVING AMERICA’S LARGEST FIRMS 


Write - Phone- Wine 


GENERAL AUT RENTAL CO. 


Coast-io-Coast 
HAROLD B. ROBINSON Livingston 8-5000 


6610 N. BROAD ST., PHILA.26, PA. 


New Packages Put New Life into 
C and H Sugar Sales Story 


More "sell" and higher functional values built into cartons 


and bags for products of California and Hawaiian Sugar 


Refining Co. provide the salesmen with excellent reasons 


why grocers should give line point-of-purchase support. 


1. Through utilizing the backs of packages for recipes, ideas, and “how-to's.” ... 


An interview with ROBERT I. HERNDON 


General Sales Manager, California and Hawaiian Sugar Refining Co., Ltd. 


A wide range of new and improved 
packages tested in 1952, expanded in 
1953, and put into full-scale distribu- 
tion this year, is now producing some 
measurable benefits for California and 
Hawaiian Sugar Refining Co., Ltd.. 
San Francisco. 

Biggest new package feature: Illus- 
trated back panels on sugar bags to 
suggest toothsome concoctions using 
sugar as an ingredient, and to provide 
recipes for them. Secondary use for 
some of the panels: To promote one 
or more products of sugar-using in- 
dustries such as soft drink and candy 
manufacturers and baking companies. 
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The company calls these industrial 
“salutes.” 


In appraising the pay-off on its in- 
vestment in the package 
management sees these benefits: 


“re-do,” 


1. Salesmen have more leverage in 
working with dealers . . . have con- 
vincing reasons why dealers should 
display and feature C and H_ prod- 
ucts. (Salesmen emphasize, at the 
same time, that sugar, properly mer- 
chandised, ranks close to the top in 
profit per square foot of space in food 
stores because of its volume and 
turnover rate. ) 


2. Retailers buy with more confi- 
dence with the additional assurance 
that a truly protective package length- 
ens the shelf life of the product. 


3. C and H is building “a close1 
relationship with the housewife.” Of- 
fers of free leaflets and recipe folders 
(“Cookies to Mail,” “Frostings,” 
“Sweet Treats,” etc.), made peri- 
odically on packages, pull “hundreds 
of thousands” of requests. 

Response from sugar-using indus- 
tries to the ‘“‘salute’’ phase of the 
program is demonstrated in letters 
from individual firms and trade asso- 
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ciations, in requests for supplies of 
empty bags to distribute among as- 
sociation members. 

Says Robert I. Herndon, general 
sales manager: ‘““With our new pack- 
age program, backed up with full- 
scale advertising, we have increased 
sales in the face of strong competi- 
tive conditions, and maintained our 
good position in the industry.” 

C and H sales and advertising ex- 
ecutives believe a package must effec- 
tively discharge four important func- 
tions: 


1. It must embody the 
possible measure of ‘“‘sell.”’ 


lai gest 


z it 
close. 


must be easy to open and 


' ; 
3. It must resist damage in the 


processes of distribution. 


4. It must preserve its contents in 
the best possible condition. 

Utilization of the back panels on 
the sugar bags for copy devoted to 
sugar uses is the significant element 
in the stepped up “sell.” Principle 
involved: The prospect is not inter- 
ested in the product per se, but in 
what she can do with it. She is not 
interested in raw sugar, but in pas- 
tries, dishes and snacks for home 
meals and for entertaining—pies, 
cakes and goodies that will earn the 
plaudits of her family and friends. 

Twelve different panels have been 
created, each appearing on approxi- 
mately 8 million 5- and 10-pound 
bags. Themes fall into groups of four, 
with the series changed every three 


months. Three out of four are of 


~yeur 


Suge 


9. ... C and H sugar creates a new opportunity to stop the shopper 


a-prowl 


in the super market. Grocers are urged to alternate fronts of 


packages with backs of packages in stacking... and 


. the new packages utilize color not only to identify the various 
types of sugar, but to gain neightened shelf attention value for the products. 
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the “industry salute” type (“Sweet 
Drinks and Snacks for Week-end 
Play-hards”’). The fourth is directed 
to the housewife and 
uses for sugar. 

“When the homemaker buys this 
package,”’ says Sales Manager Hern 
don, ‘we want her to feel that she 
is buying more than the highest quali 
ty sugar; she is buying cooking assist- 
ance.” 

Example: One panel carries this 
headline: ‘New Tricks to Try on 
Your Garden Grill.”” The message to 
the homemaker : 

“Next time you fix hamburgers o1 
chops on your garden grill, serve this 
uncooked relish with them—every- 
body will want the recipe! Make it 
several days ahead of time if you like: 

“While you cook the meat you 
might heat frozen French fried po- 
tatoes in a wire corn popper—the 
man in the drawing says it works 
swell! Add hard rolls or toasted 
French bread; sugared berries o1 
peaches with cookies for dessert, and 
you have an outdoor meal de luxe.” 
The recipe that follows is for “Chi- 
cago Hot” uncooked relish. 

Additional panel feature is a block 
of copy at the bottom of the bag 
called a “sugar scoop.” Here’s the one 
that accompanies the panel quoted 
above: 


suggests 


new 


“There'll be no ants or gnats in 
the picnic sugar bowl and cream 
pitcher if you use a couple of drip-cut 
pitchers to hold the C and H sugar 
and cream. No spilling en route. 
P.S.: Don’t forget the salt and pep- 
per—and the matches!’ And _ the 
user is reminded to “Look for Jean 
Porter tested recipes on other C and 
H_packages.”’ (‘Jean Porter’ is to 
C and H what “Betty Crocker’’ is 
to General Mills.) 

The dramatic way in which the 
back panels are utilized practically 
compels reading once the cartoon il- 
lustration and headline have caught 
tlhe eve. One set of four panels is 
beamed at mothers of small fry 
(“For the Youngsters, Make Cooky 
Cowboys by ‘Fhis Pattern’’). There's 
a series on outdoor cookery, another 
on party ideas (‘Table Decorations 
for Hawaiian Parties’). 

Salutes to industries recommend 
soft drinks for “energy breaks” 
candies for lunchbox treats . . . ice 
cream for afternoon refreshers for 
the children bakery snacks for 
mother’s mid-morning break. 

These themes tie in closely with 
the current program carried on by 
Sugar Information, Inc., to tell the 
public of the need for a 
amount ot 
diet. 


propel 


sugar in the American 


PUT TEETH IN YOUR 
POINT-OF-PURCHASE PROMOTIONS 


e 
oo With H &D "Selmor hed 


Display Stands 


HINDE & DA 


Sandusky 16, Ohio 


“At C and H,” says Herndon, 
“We never consider our packaging 
job completed. We never think of 
our packaging problem as_ solved. 
Changes we have made recently are 
part of a continuing policy of putting 
our products into the most function- 
al, interesting and merchandisable 
packages we can devise.” 

Over a period the company has 
made package improvements designed 
to gain faster recognition of brand 
and kind of sugar . . . developed 
greater family identity . . . improved 
display features . . . enhanced eye 
appeal. 

An illustrated “sugar measure- 
ments” table, either on a back or side 
panel, is a feature of many packages. 
But one of the most noteworthy im- 
provements cited by C and H execu- 
tives is the use of color keys for 
different kinds of sugar. Granulated 
sugar is identified by red; powdered 
sugar, by light blue; golden brown 
sugar, by light brown; dark brown 
sugar, by chocolate brown. Apple 
green identifies dessert sugar; blue- 
green, tablets; gray-blue, cocktail 
cubes, and so on. 


Women's Package Wants 


A number of surveys to determine 
what housewives like and dislike 
about packages* have disclosed that 
many consumers seek packages which 
are easy to open, and—especially in 
the case of food products used a little 
at a time—packages which can be 
easily and tightly closed. 

A current improvement in C and 
H packages is a perforated area for 
easier opening plus a package liner 
which can be folded down as con- 
tents are used. 

In the most recent package re- 
design program, there was again a 
re-examination of containers from the 
standpoint of their effectiveness in 
resisting damage and in preventing 
product deterioration during distribu- 
tion. 

Says George Aljian, who heads the 
company’s buying and packaging ac- 
tivities: “We spend a_ tremendous 
amount of time on specifications for 
the paper and packaging materials we 
use.” 

C and H has put humorous but 
“educational” cartoons on shipping 
cartons for the benefit of warehouse- 
men and transportation company em- 
ployes. For example, one side-panel 
cartoon on the 60-pound baler in 
which 5- and 10-pound bags are 


*See “What Women Like and Dislike 
About Packages Today,” SM for July 15, 


Write for booklet, “How to Select Vending Displays” | Aug. 1, and Aug. 15, 1951 
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there's 


close second 
sNews 


YORK’S PICTURE NEWSPAPER 


IN SUBURBAN CIRCULATION (Retail Trading Zone) 


’t counties within the 50-mile area, excluding 


the 5 boroughs of N.Y.C. and part of Hudson County, N. J. 
DAILY SUNDAY 
Dairy News 442,354 Sunoay News 864,588 
Herald Tribune 119,676 Journal-American ...320,714 
119.635 | Mirror 287,429 
110,908 Times 252,310 
Journal-American 94,194 Herald Tribune .....222,913 
World Telegram-Sun..... 53,295 
Rae 18,129 cobain 
aie. IN TOTAL CIRCULATION cso: can 
. Lut DAILY SUNDAY 


es 2,039,799 Sunpay News. ........ 3,803,374 
865,102 are te: 1,652,716 
On June 26th (OTe MOMMB e okiks otic 1,201,133 
The ~ete ? 539,435 Journai-American......... 897,489 
was 35 years old. 531,469 Herald Tribune 
416,622 
340,235 


Write The News or ask a News salesman jor folder showing the circulation breakdown of all N. Y. newspapers. 
MORE THAN TWICE THE CIRCULATION, DAILY OR SUNDAY, OF ANY OTHER NEWSPAPER IN AMERICA 


JULY 5, 1954 93 


MOVE YOUR EXHIBITS 


HELPFUL NEW BROCHURE on display 
moving, yours for the asking. Phone 
local NAVL agent or write North 
American Van Lines, Dept. SM754, 
Fort Wayne 1, Ind. 


Newey 
OW iiay! 


End display moving delays, wor- 
ries, risks. Call your local North 
American Van Lines agent— 
learn how our new departmen- 
talized service gets your exhibit 
IN, gets it OUT, on time and in 
tip-top shape. NAVL padded 
vans virtually eliminate slow, 
costly crating. Better move ALL 
Ways, via North American Van! 


““We saved over $300 on crating by ship- 
ping our International Petroleum Exposi- 
tion display by North American van, as 
well as a lot of man hours. Everything 
arrived on time.” 


—G. A. Miller, V. P., Key Company 


Agents 
throughout 
U.S.A. 
CANADA 
and 


ALASKA 


Listeners stick 
with WBNS... 


Central Ohio listeners really 
hang on to WBNS program- 
ming. PULSE continually 
shows WBNS Radio with more 
listeners than all other local 
Stations combined. And 
WBNS consistently stays on 
top with the TOP 20 PULSE- 
rated programs, both day and 
night. Ask John Blair for 


details. ASK 
JOHN 
BLAIR 


COLUMBUS, OHIO 
CBS for CENTRAL OHIO 


For Amateur Parents: 
Mennen To The Rescue 


If a baby—a first baby— 
could only realize how little 
his Ma and Pa know about 
him he’d probably demand to 
be kept in the hospital. But 
The Mennen Co., which has 
been making baby oils and 
soaps and powders and the 
like since 1880, is presenting 
to all prospective mamas and 
papas, for the asking, a de- 
lightful little booklet called, 
“The 14 days that can seem 
like a lifetime!” 

The 14 days are those be- 
tween the time baby comes 
home to live and his parents 
begin to catch on to him. 
“That dream baby,” says a 
foreword, “can kick up a lot 
of problems.” Object of the 
booklet: To show very-new 
parents how to lick the prob- 
lems. First, be prepared, not 
scared. ... Then, “if you en- 
gage a nurse”... how to 
take care of crying, feeding, 
bathing, when to call the doc- 
tor and when not to. And, 
in case the baby is still called 
simply “Baby,” there’s a sec- 
tion of names and what they 
mean. From there parents 
should be on their own. 


shipped shows a baler, with an agon- 
ized face, being dragged across a 
rough floor and crying “Ouch! Splin- 
ters and nails tear me apart!” A 
single line of additional copy says, 
“Stop bag damage.” This simple idea, 
the company points out, helps to cut 
down damage. 

Preservation of various kinds of 
sugar under differing atmospheric 
conditions presents challenges to many 
a packer of foods. C and H is no 
exception. For example, brown sugars 
which should be soft and moist, dry 
out under one sort of atmospheric 
condition, while powdered or dessert 
sugars cake where the climate is 
humid. To overcome this trouble C 
and H has introduced waxed glassine 
liners which have “at least doubled”’ 
the shelf life of the more perishable 
sugars. 

Results of such a continuing pro- 
gram in the interests of constantly 
improved packaging are not precisely 
measurable, especially in the case of 
a staple item, but are, Herndon be- 
lieves, ‘nonetheless real.” The End 
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Your sales opportunities | 


with The Oregonian’s 
growing circulation leadership... 


THE OREGONIAN 
LEADS THE 2" 
DAILY PAPER 
TOTAL 


CIRCULATION” 


(That’s a daily lead of 40,726) 


“ABC Publishers’ Statements for 6 months ending March 31, 1954. 


aay CITY & RETAIL TRADING ZONE 


CARRIER DELIVERY, CITY ZONE 


1953 


1954 


Oregonian 
Leadership 


12% 
Over 
2nd Paper 


Now 13% 
Oregonian 


Lead Over 
2nd Paper 


(8,508 copies) 


CITY ZONE 


1953 


Oregonian 
leadership 


3% 
Over 
2nd Paper 


1954 


Now 5% 


Oregonian 
Lead Over 
2nd Paper 


(4,354 copies) 


1953. 


Oregonian 
Leadership 


5% 


Over 
2nd Paper 


1954 


now 7 Yo 


Oregonian 
Lead Over 
2nd Paper 


(9,069 copies) 


...and The Oregonian leads the 2nd Sunday paper by 81,286* 


Represented Nationally 
by MOLONEY, REGAN 
& SCHMITT, Inc. 


229,132 Daily 
292,332 Sunday 


the Oregonian 


PORTLAND, OREGON 
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70,000 Kids 
Can't Be Wrong 


Dallas, Texas-On June 5, 
the day after schools closed here, 
70,000 romping, clamoring _ kids 
swarmed over the Texas State Fair's 
million-dollar Midway for an uproari 
ous vacation beginning. 


Their 140,000 eager hands 
clutched bales of carefully clipped 
coupons from The Dallas Times Her- 
ald, for it was The Times Herald’s 
second annual “Kids Day at the Mid- 
way” and each coupon plus a_ nickel 
was good for a trip on one of the 30 
Midway rides. 

Opening time was originally 
set for 10 a. m., but lines formed 
hours earlier. Most rides exploded into 
full operation by 8 a. m. They were 
sill booming when 6 p. m. ap- 
proached, and only an official “Closed.” 
sign finally dispersed the young guests. 

The Times Herald’s promo- 
tion of “Kids Day at the Midway” 
consisted of three news stories and a 
dozen pictures. A coupon for each of 
the rides was published twice. It was 
far from spectacular, but obviously 
adequate. 

All any newspaper can offer 
its advertisers is friendly, interested, 
definite readership as measured not 
only by circulation, but by specific 
reaction. 


The Times Herald's effect on 
its community is illustrated by the 
story above. As for circulation, The 
Times Herald's total net paid is cur- 
rently more than 160,000 daily, and 
165,000 Sunday. In Dallas County, 
The Times Herald reaches in excess 
of 24,000 more families daily, and 
28,000 more Sunday, than any other 
newspaper. 

The Times Herald is repre- 
sented nationally by The Branham 
Company. 

(Advertisement) 
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Chlorophyll Wave 


(Continued from page 37) 


cott’s studies, already was hot over 
D.O. (Dogs, it seems, can develop 
their own special types of odors.) He 
financed studies by Dr. Maurice E. 
Serling (D.V.M.) of Larchmont, 
N.Y. Reporting in the July 1950 
issue of Veterinary Medicine, Serling 
told how sufficient chlorophyll stead- 
ily applied eliminated mouth, body 
and rectal odors from various cocker 
spaniels, springers, dachshunds, box- 
ers and other erstwhile forlorn mutts. 
(Bowman set to work to interest 
Quaker Oats and others in Serling’s 
findings. ) 

Still it took de Kruif and the 
Digest to open the floodgates. 

‘Two outfits which knew of de 
Kruif’s own independent  investiga- 
tions, and the imminence of the Di- 
gest disclosures, were de Pree Co. of 
Holland, Mich., and American Chicle 
Co. of New York. While de Pree 


was readying Nullo for chlorophying 
the human interior, Chicle was de- 
veloping Clorets chewing gum. 


Poor Old Duke 


“Nature’s Deodorant,” p. 139, was 
the last piece before the Book Section 
in the August 1950 issue of the Di- 
gest. But quite a few folks found it. 
Dr. de Kruif told of Westcott’s ex- 
periments, of Chloresium’s ability to 
deodorize human wounds, and of his 
own experience in restoring to the 
bosom of the family “Duke, our 170- 
pound Great Dane.” 

If ever animal was undeservedly 
anathema, it was old Duke: “He 
loved all of us and all our friends,” 
wrote de Kruif. “Why was it nobody 
wanted him to come near for his cus- 
tomary hello? You could see the 
puzzled hurt in his gold-brown eyes. 
His teeth and diet had every atten- 
tion, yet daily the poor dog became 
more unbearable.” 

Because his best friends couldn't 
tell Duke, they decided to do some- 
thing about him: “It took a lot of 
chlorophyll to turn the trick, but 
six of the green tablets daily cleared 
his breath completely.” 

These tablets were Nullo. They 
were developed by a farmer friend of 
de Kruif’s named Curtis Gray .. . 

At the Chemical meeting in Kansas 
City in March, de Kruif described 40 
months of ups and downs of the green 
wave: 

“For chlorophyll science it was 
too bad that the public response to 
(his RD piece) was so emotional, so 
terrific.” Millions saw the green sub- 


stance as halcyon from halitosis, boon 
to sufferers from B.O. 
“But,” said de K., “racketeers rode 
a wave of public excitement.” ‘They 
hawked many things, from popcorn 
to bubble baths — all allegedly 
treated with chlorophyll—and all 
silly.’ The products bore such names 
as Neds, Perks, Teeds, Voids and 
Freshies. The only way the public 
could know which were void and 
which really perked was to try them. 
American Chicle, however, tried 
the basis of Clorets chewing gum on 
animals—which survived the equiva- 
lent of 77,000 pieces of gum. Indeed, 
the animals thrived. So has Clorets. 
Paul de Kruif had some nice things 
to sav about Dr. Robert Heggie of 
American Chicle, who was chairman 
of the chemists’ symposium. 
Meanwhile, Dr. Fredus N. Peters, 
vice-president for research of Quaker 
Oats, was staking his reputation (and 
Q.O.’s) on chlorophyll with added 
iron (introduced by Bowman) for 
Ken-L-Ration and other dog foods. 
In time the dogs lapped up Bowman's 
Clorofolen in nearly all of 100 chloro- 
phyll dog-food brands—among them 
Kasco, Kendall, National Biscuit and 
Red Heart. Peters estimated the com- 
bined sales of these brands in 1953 
at 800 million to one billion pounds. 
Man and his best friend were 
chummier than ever. 


Don't Blame the Goct 


But still the cynics carped. Some 
of them were quoting the first two 
lines of a rhyme by some unknown 
bard: 

“Why reeks the goat on yonder 

hill, 

Which feeds all day on chloro- 

phyll ?” 

Either they didn’t know or ma- 
liciously they omitted: 

“Because the whims of 

nature 

Made it a victim of nomenclature. 

It wouldn’t reek if it were willin’ 

To feed instead on chlorophyllin.” 

“Only saponified chlorophyll prod- 
ucts, soluble in water,” explains de 
Kruif, “effectively fight bad odors.” 

Such products, it seems, can purify 
even goats. 

Charles Hoefle, veterinarian of 
Wilton, Conn., set out to prove it on 
four buck goats—two French AI- 
pines, a Toggenburgh and a Nubian. 
He tackled them in August, at mating 
time, which for various unprintable 
reasons causes creatures of the genus 
capra to smell especially vile. 

Into the feed of three Hoefle put 
increasing doses of chlorophyllin. The 
Nubian’s diet was unchanged. Odors 


human 
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$435 per caPiTA 


Contribution to the Community 
Chest—reflects a prosperous, stable city! 


ys» With a per capita income 31% above the 

national average, from 422 diversified indus- 

tries, Rockford, Ilinois is a rich city willing and 

able to buy... «and to care for its own charities. 

ay Community Chest leaders publicly commended the 

Rockford Morning Star and Rockford Register- Republic 

for their part in this successful five week fund raising drive. 

These two great papers cover not only Rockford, but a 13 
county surrounding area. 


1OP IN 
wt ‘4 
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» r %, 131,123 A.B.C. CITY ZONE 


441,222 A.B.C, RETAIL TRADING ZONE. 
ROCKFORD 


ROCKFORD MORNING STAR 
Rockford Regisfer-Republic 


REPRESENTED NATIONALLY DY BURKE, KUIPERS & MAHONEY, INC. 


BEST TEST CITY IN THE MID-WEST 


200 LBS. 
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RISE AND FALL OF THE GREEN — a Sales Management— 

TIDE —In 28 months after Reader’s : September 70 

Digest discovered “nature’s deodor- 

ant,” monthly production of basic , ‘ 

chlorophyll multiplied 50 times. In 19 ‘, “When a lt brings vou the results o7 a new survey 
months since, it dropped four-fifths. Se ; ot business gift practices: tells you 


corporation =: Why 74+ of corporations remembe 


customers or employees. 
e three were reduced 90¢¢. ; 
of the th duc Ke What they 


When the Nubian was included even sayS 
expert goatologists couldn’t detect : ‘ ay How much they spend. 
him 10 feet away. , Merry = How they pick a gift. 

But people are more sensitive than ‘The above and other usetul informati 


rr “ 4 . ; a ' : 
goats about how they smell. : They Christmas a. will appear in this special ssue ot 


ilso may be more gullible. lo mil- & September 10, reaching a// subscribe: 
lions of people, in print and on the nm t its ‘ eee > ae 
air, the claims of 1,000 products in- 0 _ as an extra dividend ; a 27th issue 
eounited - ‘ 99 oP now planned as a regular vearly 
“Freshies stops bad breath in 1 to friends-- x “bonus. More than 200 pages 
3 seconds!” Se of business gift ideas. Please watch tor it! 
“Stoppers stops bad breath in f oF 
seconds for hours!” oak 
One count showed 29 tablets, loz- note: 
enges and pills then being taken by 2 Fo 
mouth . check be. tes Dry-cleaning . please write Business Gift Department 
with chlorophyll “removes smoke “ty x cd : mmc iah ce 
odors from clothes.” . . . Green pig- Bors. = SALES MANAGEMEN’ 
ment called chlorophyll was_ being s:4 386 4th Ave., New York 16. N.Y. 
used for nylon hose and more inti- ' 


give. 


r advertising or other intormation, 


JULY 15, 1954 


The brash Elliott 
Springs ot Mills 
‘chlorophyll” sheets 


Ricketts ot 


mate apparel. ee 
White 
sprang 
(although President 
Cobb says he found 
any chlorophyll in them. ) . Cus- 
tomers of Dr. Scholl still swear that 
his chlorophyllized footpads are just 


bromidrosis, Ol 


Springs 
green 


strong, neve! 


what they need for 
athlete’s foot. 

Of course, there arose some forces 
of restraint. Good [lousekeeping re- 
frained from accepting any chloro- 
phyll products that made deodorizing 
claims. “The Federal ‘Trade Com- 
mission threatened “‘stipulations,”’ and 


the National Better Business Bureau 
poked around and built up a color- 
ful file. But neither the FTC nor the 
NBBB did much to stem the green 
wave. 

‘The reason, says Ricketts, is that no 
one yet knew—or knows—precisely 
what chlorophyll will or won't do. 

He sees the “greatest future” for 
the green stuff in medical and thera- 
peutic work and in deodorizing cer- 
tain chemicals in industry: A 40% 
compound of it will freshen the smell 
even of fish-meal glue and will neu- 
tralize the rotten-egg fumes of sul- 
phur in work on synthetic fabrics. 


THIS TWIN DREAMED 
HIS MOM PREFERRED 
A MAIDENFORM BRA 


You're not dreamin’, Sonny! 


Figures prove women in 


the St. Paul “half” of the Twin Cities market are switching 


their brassiere preference to Maidenform! 


According to the 


1954 St. Paul Consumer Analysis Survey, 9 out of 10 women 
are brassiere buyers, and Maidenform is preferred by 21.1% 
of them. It’s more than just coincidence that Maidenform has 
surged out front following a vigorous, consistent advertising 
campaign in the Dispatch-Pioneer Press. 


BRASSIERE BRAND PREFERENCE IN ST. PAUL 


1954 1953 1952 
MAIDENFORM 21.1% 18.5% 13.8% 
Brand B 14.7 16.2 
IE i xk > wit ad elas e oe 8.8 8.8 


Want to know how YOU stand in the big St. Paul “half” 


of the Twin Cities market? 
Consumer Analysis Survey. 


Get your answer from the 1954 
(All interviews in connection 


with the Consumer Analysis were conducted between Jan. 4. 


1954, and Jan. 15, 1954). 


It is a comprehensive study reveal- 


ing brand preferences and buying habits of the 404,000 
people who make the Dispatch-Pioneer Press their buying 


guide. 
Consumer Analysis, Dept. D 


Contact your Ridder-Johns representative or write 


(Because of the unprecedented demand for this study, we must limit our distribution 
of these books to national adevrtisers and their agencies.) 


™ PAUL 


* DISPATCH 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 


T 


* A eiooen NEWSPAPER 


Detroit 


PIONEER PRESS 


San Francisco 
Los Angeles—St. Paul 
Minneapolis 
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“Although chlorophyll won't kill ail 
odors,” Ricketts shows, “it will kill 
all of some odors. Industries, as well 
as scientists, must experiment. Con- 
sumers must find out for themselves.” 

The collapse of the green wave 
came, however, not from too-weak 
preparations nor too-strong claims, 
but from the charge that for all its 
then-major purposes chlorophyll was 
useless—if not actually harmful. 

In late 1952 Chemical Week was 
saying: 

“Insufficient Dosages May Make 

Many Chlorophyll Products 

Worthless.” 

The New York Times was quot- 
ing dentists: 

“Chlorophyll Held 

No Help to Teeth.” 

Then on December 5, 1952, in a 
talk before the New York section of 
American Chemical Society, Alsoph 
H. Corwin, professor of chemistry 
at Johns Hopkins University, Balti- 
more, condemned in turn the tonic, 
antibacterial, wound-healing and deo- 
dorant claims for chlorophyll. 


Doubting Professor 


Corwin doubted that the green 
stuff “has even indirect action in 
blood-building.”” He quoted from 
“New and Non-Official Remedies,” 
1952 edition, of American Medical 
Association, to the effect that it “does 
not exert a significant disinfectant 
action,” and that, for wounds, it does 
not ‘‘stimulate granulation or epi- 
thelization beyond the normal rate of 
healing.”’ He found no conclusive 
evidence of deodorant properties. And 
he warned against possible damage to 
the “liver from excessive exposure to 
copper” in chlorophyll taken inter- 
nally. 

Chlorophyll, said Corwin “is in- 
dispensable in photosynthesis. It is 

. . highly aesthetic in coloring the 
vistas visible from hills and moun- 
tains. It furnishes chemists, physi- 
ologists and others with a lot of good 
clean fun. For other purposes we are 
not certain that it has any value.” 

Headline writers made the most of 
it: “Science Calls Chlorophyll Ho- 
cus-Pocus;” “Expert Turns Up Nose 
at Chlorophyll ;” “Anti-Odor Chloro- 
phyll Pills Seen Possibly Harming 
Liver.” 

The industry fought back. O’ Neill 
Ryan of Rystan, whose Chloresium 
had been accepted by the AMA as a 
wound healer and topical deodorant, 
acted as spokesman to show Corwin 
the errors in his utterances. Ryan put 
before the professor reprints of 50 
favorable reports on chlorophyll de- 


SALES MANAGEMENT 


gig998 
gig9999 oueae 


SEE habe 


prooucTs 933 $399 
sags pecssoss S285) caunaranee 


piquHs 60 


g99is998 
4444 


9 
ggig9999 98 
gaigggssssssoy renuseaee 


ass28 


saggisssessY 
sssasqncnne saa 


gaigggsssss 
24s 


ogee 2 


aoe ses 1953 


i 


ae 


seedibess 


Ul. 


| 


Use them for fast, Ulduomialc territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 


More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for you 
product. If you have any questions on this 
point, you may without obligation consult with 
the staff of MARKET STATISTICS, INC. for 
complete details. 


For further information on how to use the 
Survey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N. Y. (Telephone Mu. 4-3559). 


AN 
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MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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rivatives from such publications as the 
Journal of the AMA, American 
Journal of Surgery and Postgraduate 
Medicine. 

Corwin recanted. He sought to 
correct ‘‘certain misconceptions.” He 
said he didn’t say that chlorophyll 
itself, nor “the commercial products 
containing copper or other metal de- 
rivatives of chlorophyll now on the 
market, are toxic. 

“But while acknowledging 
numerous published reports on the 
effectiveness of chlorophyll for heal- 
ing and deodorization,”’ he believed 
that ‘“‘many phases” of its use need 
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SUMMER'S 


A MILLION Summer Tourists are 


jamming the entire Gold 
Coast in the biggest 


' 
summer season ever. 


A MILLION permanent 
residents are keeping business 
at boom level in summer 


as well as winter. 


HUNDREDS OF MILLIONS in 
retail sales are being scored 

by other advertisers who've 
stepped up summer 

schedules in The Miami Herald, 
the blanket medium that 
delivers all of this billion 

dollar market at remarkably 


low cost. 


Better see your SB&F man today. 


THERE ARE MILLIONS OF REASONS WHY 


TO START ADVERTISING 


on Florida’s booming Gold Coast 


further statistically controlled inves- 
tigation. 

Newspapers too often find bigger 
type and more space for the charge 
than for the retraction. Many more 
people read Corwin’s accusations on 
December 5 than his corrections on 
December 16 (in the middle of the 
Christmas shopping season. ) 

Then other charges made headlines 
—and sometimes their denials did not 
make fillers. 

The green wave slackened. Even 
products that worked were snubbed. 
For three quarters of 1953 sales went 
down and down. 
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JOHN S. KNIGHT, Publisher 


The Miami Herald ALONE 


STORY, BROOKS & FINLEY, National Representatives 
Affiliated Stations — WQAM, WQAM-FM 


delivers the Greater Miami market. 


Last autumn, de Kruif points out, 
“Sales stabilized at two-thirds of their 
peak level of 1952. That humble 
scientific instrument, the human nose, 
had taken over.” People were learn- 
ing, from the growing lack of them, 
that “chlorophyll derivatives do deo- 
dorize.”’ 

The decline may have been even 
sharper than de Kruif shows. Wesley 
Stanger. chairman of Strong, Cobb, 
tells SM that in 1953 his company’s 
chlorophyll volume fell 50% from 
1952. In first quarter 1954 its 
chlorophyll sales continued 509% be- 
low first quarter 1953. But second 
quarter sales this year were only 30° 
below the parallel period of 1953. 
(In two years chlorophyll’s price to 
users has fallen from $95 to $40 a 
pound. ) 

The industry, over-expanded, sud- 
denly was caught with its plants 
down. 

In less than two years American 
Chlorophyll had increased capacity 
more than 1,000%. In its new opera- 
tion near Palm Beach it was going 
to extract chlorophyll from a plant 
called ramie, which grows rampant in 
the Everglades. But old-fashioned 
alfalfa was found more chloro-full. 
At a cost of several dollars a ton, 
alfalfa was shipped down to Florida. 
But at least American Chlorophyll 
learned to replace batch with “flow” 
production and introduced spray-dry- 
ing and utilization of by-products, 
and assay methods to determine how 
much and how good would be the 
chlorophyll from any given alfalfa. 


Caught With Plants Down 


This company’s dominance was be- 
ing challenged by others—which were 
planning million-dollar factories right 
in the middle of alfalfa patches, in 
Neodosha, Kan., and Lamar, Colo. 

Between 1951 and 1°52 total U. S. 
chlorophyll production rose from 60,- 
000 to 95,000 pounds. At peak de- 
mand reached 10,000 pounds a 
month. When U. S. sources could 
not meet it, British chlorophyll was 
brought in. 

The Lamar plant alone was in- 
tended to turn out 100,000 pounds a 
year . .. But it never got rolling. 
Archer-Daniels-Midland Co., Rystan 
and Charles Bowman lost $180,000 
at Neodosha. .. . 

Yet to the chemists at Kansas City, 
President Ricketts of Strong, Cobb 
expressed some relief that a lot of 
chloroclaims “have disappeared. .. . 
We love our customers and will not 
knowingly allow their honest promo- 
tional efforts and advertising dollars 
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to be depreciated by unethical and dis- 
honest exploiters of chlorophyll.” 
The surviving products, he empha- 
sizes, are “firmly-entrenched. 
Market-research panels show a steady 
acceptance of such chlorophyll-con- 
taining products as toothpastes, tab- 
lets, chewing gum, ointments, loz- 
enges, cosmetics and toiletries.” 
Chlorophyll producers ‘“‘must fur- 
nish customer service and new prod- 
uct development.” ‘They must be 
able to give technical aid in various 
industries. And in public relations, 
they must tell the facts of the indus- 
try and meet unjust attacks. 
American Chlorophyll, Rystan and 
others have been doing this—mainly 
in medical journals. But in a series 
of seven-column advertisements in 
The New York Times last sum- 
mer, American Chlorophyll took the 
case to the public: Scientific work 
on the green substance twice has won 
Nobel prizes in chemistry. “Over 40 
clinical studies have established the 
deodorant value of water-soluble 
chlorophyll in man and animals.” 
Paul de Kruif praises the “solid 
science that pioneered Clorets gum” 
of American Chicle Co. “Its breath- 
freshening made - still 
higher by addition of the emulsified 
fat Retsyn to its copper chlorophyll, 
Clorets sales have turned up sharply 
— approaching their high level of 
January 1953.” 


powel now 


Stinkers Still Chew 


Of 30 makes of chlorophyll chew- 
ing gum spawned by the green wave, 
three count today. ‘hese are Clorets, 
Beech-Nut Chlorophyll and = Clor- 
aids of Topps Brothers. Clorets is 
said to do 85 of the gum-makers 
chlorophyll total, or $8 million of the 
current $9 million total. 

American Chicle tells SM _ that 
Clorets sales (in gum and mint form) 
in 1953 dropped 30%, but first-quar- 
ter 1954 sales were slightly ahead of 
the same period of 1953. While 
chewing gum is bought primarily by 
youngsters, Clorets attracts adults— 
many of whom have been weaned to 
this 15-cent brand from lower-priced 
chlorophyll gums. Clorets represents 
one-fifth of American Chicle’s $40 
million-a-year volume, and_chloro- 
phylls are less than 5% of the chew- 
ing gum industry’s $200-million to- 
tal. The biggest factor, Wrigley 
($72 million), did not get into the 
green wave at all. 

Dentifrices probably drew more ad- 
vertising money than any other of the 
chlorophyll groups. All the leaders— 
Colgate, Palmolive, Lever Brothers, 
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Bristol-Myers and Block Drug—put 
the green stuff into existing brands. 
Lever led the field with a new Chlor- 
odent brand. (SM, November 10, 
1951.) This company is said to have 
made $3 million extra net profit from 
its pioneering. 

Of $150 million paid for denti- 
frices by U. S. consumers in 1952, 
says Charles T. Lipscomb, Jr., presi- 
dent of Lever’s Pepsodent Division, 
the chlorophylls took 306¢, or $45 
million. In 1953 the greens declined 
to 27% or $40 million. Early this 
vear their annual rate was 18% or 


$26 million of a $150 million total. 

Even the last figure would seem to 
be a goodly pile of long green. But 
Edward H. Little, chairman of Col- 
gate, Palmolive Co. (whose Colgate 
Ribbon Dental Cream has long done 
about 409% of all dentifrice sales) 
was reported recently as telling stock- 
holders that “chlorophyll . . . will 
gradually fade out of the picture.” 
For Ribbon Dental Colgate is 
betting on a new “anti-enzyme in- 
gredient,” Gardol. Nevertheless, a 
separate Colgate Chlorophyll is be- 
ing continued. 
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A sharp way to make sales rise 
... to step up orders 
... to stimulate salesmen is to use a 


Belnap & Thompson Incentive Campaign. 


Your best sales weapon is POINTS FOR ORDERS. 


Learn how you can use 

Prize Points to increase 

orders. Send for your free copy 
of the Seven Steps to Success” 
—a formula for a successful 


Sales Campaign. 


Belhap & Thompion, Suey. 


INCENTIVE CENTER » PALMER HOUSE + CHICAGO 3, ILLINOIS 
STate 2-6181 


LT TT Ls 


Complete incentive service: million dollar stock of 

nationally advertised prizes; world’s largest travel 

award service; Canadian prize program facilities; 

custom campaigns created and produced; Dealer 
and consumer premium programs. 
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IT SELLS through eye and ear. 


Test for Toughness 


Boontonware dishes tumble from one 
compartment to the other as the 
“Tumbling Barrel,” shown here, moves 
around like a miniature Ferris wheel. 
Initial order for 33 received in 1950 
by Display Guild, the maker, has 
multiplied to 283. About 800 stores 
have used the device. 


Originally designed as a transit unit 
to be shipped from store to store, the 
barrel is now retained as a permanent 
fixture by some large department 
stores. 


According to Fred J. Burghard, as- 
sistant advertising manager of Boon- 
ton Molding Company’s Dinnerware 
Division, the unit may be used as a 
“demonstrator.” Advantage is_ its 
combination of motion and sound. The 
sound is loud enough to attract atten- 
tion, but not loud enough to be 
annoying. Unbreakability, an impor- 
tant sales feature, is featured. 


Until this year most chlorophyll 
toothpastes were sold at premium 
prices. “Then on March 1 Colgate 
cut its chlorophyll 33 1/30¢. Lever 
followed with Chlorodent and Pepso- 
dent, chlorophyll version. So did 
Bristol-Myers and Block, with their 
respective greened Ipana and Amm-1- 
dent. They hofe the price cuts will 
create enough customers at least to 
hold the early 1954 dollar sales rate. 

Although Bowman has seen _ his 
chlorophyll business decline 909% in 
two years, some 30 brands of dog 
foods are still sweetening millions of 
mutts. And dogs may not be the only 
animals that are happier, and healthier, 
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INDUSTRIAL SALES AND INVENTORY TRENDS f" 
1939-1954 
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Manufacturing Sales 


+ 


Manufacturing Sales Adjusted 
for Price Change 


| ponent” Aeaagestteeren 
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Billions of Dollars per Month, Seasonally Adjusted 
Billions of Dollars per Month, Seasonally Adjusted 


yright 1954 Soles Management. in 


After reversing its downward trend in the beginning of 6% below the the corresponding month last year, is a 
the second quarter, industrial sales first showed some im- very good sign because the manufacturing segment has 
been the major weak spot in the economy. 

Manufacturers are continuing their efforts to adjust in- 
ventories to the lower sales level and are meeting with 
war peak in the middle of last year, present sales only some success. 


provement. But this month they continue at the May level. 
In view of the fact that industrial sales reached the post- 


because of it. (Dr. Charles R. Den- patents on a chlorophyll-filter cigzar- News building and grows philosophi- 
ton of the Bureau of Animal Industry ette and chlorophyll-treated cigarette cal about it all. He compares chloro- 
tells of successful preliminary tests on paper and smoking tobacco. Hale phyll with the “vitamin craze” of a 
chlorophyll as a factor in chick hopes these products may prevent decade ago. (I suspect Bowman had 
growth. ) smoke-induced cancer —if smoking something to do with that.) The 
As for human ailments, there’s no does induce cancer. If you're inter- conclusion seems to be that, if Sci- 
telling what a new green wave may ested, you may buy Hale cigarettes at ence and Salesmanship ran out of 
wash up... . San Francisco doctors the Chemists Club in New York. At crazes, the people would create them. 
analyzed 11 means of treating de- worst they should be as “kind to your We'd all like to become He-Men and 
cubitus ulcers and reported the highly T-Zone” as Camels. (Hale is said ‘She-Women. We'd all like to win 
touted sulfathiazole /east effective. to worry lest Philip Morris rush out the eyes and ears and noses of the 
Most likely to succeed, said they, are with a green answer to all human ail- rest of us. Chlorophyll may help us 
“chlorophyll ointment and liquid.” ments. ) to live Technicolor lives in Cinema- 
(Rystan’s Chloresium was used. ) Chlorophyll is not yet a Fountain scope. At peak this dream cost us 
‘There even seems danger that some of Youth. But it is still dripping. only $100 million. The next green 
scientists may be getting out of hand. Salesman Bowman (in bow tie and wave may come to somewhat more. 
Dr. William Hale of Dow Chemical sports coat) relaxes in his modernis- But it may be worth the price. 
Co., Midland, Mich., has applied for tic office in the New York Daily The End 
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TRAINED 
12-MAN TEAM 


NOW SELLS WHOLE SOUTH 


Why not for you? 


John T. Everett & Co. is an 
unique organization in the hard- 
ware and industrial supply 
fields. We give close arti profit- 
able contact with every distribu- 
tion outiet in the South from 
Virginia to Texas. We maintain 
warehouses in key cities and de- 
velop complete promotion pro- 
grams. Write for our bulletin 
“Selling The South Today.” 


JOHN T. EVERETT & CO. 


Memphis 1, Tenn. Since 1913 


Unimatic 


Mi k 
in @ @ @ for incentive charm 


If it is up to you, Mr. VP, to maintain sales 
records, you can't beat the incentive value 

of mink and other nice furs for achievement 
awards, good will tokens, gifts. Learn how a 
mink-provoked impact can stimulate sales 
and improve public relations. Write for 


catalogue ‘Furs in the News’’. As resident 
fur buyers and wholesale distributors we 
supply your every need ; every garment 
guaranteed as represented. 


VICTOR ASSELIN FUR, INC. 
363 7th Ave., New York, BR 9-8830 
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How Advertisers se Photo- Reports 


Sey Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


SocieTy OF THE Puastics INDUSTRY 


PLANS are discussed for the forthcoming new publication, Plastics Tech- 
nology, by Edward Lyman Bill (center), president, Bill Brothers Publishing 
Corp., New York City, with Herbert J. Weber (left), sales manager, Rotuba 
Extruders-Waljohn Plastics, Inc.; John W. LaBelle, sales manager, Foster 
Grant Co., and national president, Society of Plastics Engineers, Inc., Green- 
wich, Conn.; (center, Mr. Bill); Harold H. Schwartz, plastics division chief, 
Empire Brushes, Inc., and president, New York Section, Society of Plastics 
Engineers; and P. J. Underwood, executive national secretary, S.P.E. 


Plastics Technology 
To Make Debut 


A new magazine to serve a big and growing field is an- 


nounced by Bill Brothers Publishing Corp. for publication 


this year. Plastics Technology is to be edited for technical 


men of the industry in management, production, sales. 


Plastics Technology, a new 
monthly magazine edited for tech- 
nical men working with plastics, will 
make its debut this fall, according to 
announcement by Edward Lyman 
Bill, president, Bill Brothers Pub- 
lishing Corp. (SALES MANAGEMENT 
is one of the Bill Brothers’ publica- 
tions. ) 

Announcement was made at the 
National Plastics Exposition held re- 
cently in Cleveland under sponsor- 
ship of the Society of the Plastics 
Industry, New York City. 

The new magazine is a develop- 
ment of the “Plastics Technology” 
department featured for the past nine 
years in Kubber World (formerly 
India Rubber World), leading tech- 
nical magazine in the rubber industry 
since 1889 and published by Bill 
Brothers Publishing Corp. 

“Growth of the plastics industry 
in recent years,” Mr. Bill points out, 
“convinced us that it was essential to 


have a separate publication rather 
than just a plastics department to 
serve adequately the expanding indus- 
try’s many thousands of technically- 
interested readers.” 

The new magazine will offer an 
organized, departmentalized system 
of presenting industry news; society 
activities; news of developments in 
materials, machinery and equipment, 
processes, products ; personnel. 

Plastics Technology will deal with 
subjects as they apply to the technical 
men of the industry in management, 
production, sales service, development 
and research. 

The Plastics Technology  staft: 
Editor, Arthur M. Merrill, former 
associate editor of Rubber World in 
charge of the plastics section. 

Executive Editor, Robert Seaman, 
editor of Rubber World. 

Advertising Manager, Rufus Fair- 
child, also advertising manager of 


Rubber World. 
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Your 
Advertising 
Message 


500 PENNI-PRINTS $5 


Your ideas, testimonial letters, lay- 
outs, drawings, clippings reproduced 
8% x 11. Free estimates. 

PENNIPRINT CO., Dept. (1, 

Box 1159, CHICAGO 90 


Newspaper A Hero 


Some editors would have said: “The 
price of fruit is none of our business”. 


In Orlando, Florida, an editor made 
fruit prices (which were low) his busi- 
ness, predicted higher prices if growers 
would show backbone, hold their stuff 
a few weeks. 


You see, the editor had heard of a 
freeze in Spain, a short crop in Cali- 
fornia. 


A little courage at the right time 
made our orange growers rich this year. 


Orlando Sentinel-Ster 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


An experienced sales promotion 
and advertising executive is 
wanted immediately, to become 
a key man in one of Iowa’s lead- 
ing manufacturers of farm ma- 
chinery and equipment. This 
firm has 30 salaried salesmen 
anl has been in business over 
half a century. An advertising 
and publicity budget up to $75,- 
000. A general knowledge of 
farm publicity media, markets, 
merchandising and production 
processes would be helpful. The 
ability to create ideas, write 
copy, sales bulletins, folders and 
supervise the necessary produc- 
tion. Excellent opportunity for 
young, vigorous sales executive. 
Send resume of education. ex- 
perience and sample of adver- 
tising material produced and 
salary requirements to Weston- 
Barnett Agency, Waterloo, Iowa. 


SALES MANAGER 


Nationally known packer of pri- 
vate label food products now 
developing an advertised line 
offers unusual opportunity for 
sales manager qualified in de- 
veloping and executing market- 
ing programs. Position requires 
an ability to plan and develop 
complete sales and merchan- 
dising program; hire, train and 
direct a field sales organization. 
Salary — $10,000 to $15,000 
with bonus arrangement. Give 
complete resume of experience 
in your letter. Box 3056 


THE SCRATCH PAD 


By T. Harry Thompson 


Summer note: Carter's Trigs 
(jockey shorts and shirts) are “Fit- 
ting and Proper.” Nice! 


Shavian quote for a_salesman’s 
notebook: “As long as I have a want, 
I have a reason for living. Satisfaction 
is death.” 


As a movie gunman, he’s hard as 
nails and tougher than a top ser- 
geant. But, as Alan Ladd, he slips in 
the shower-bath and cracks a rib, 
even as you and I. 

s 


In Skippack, Pa., a Mr. Ker sells 
(you're ‘way ahead of me) puppies. 


Herb Dickson reports a sign on a 
rooming-house: “Attractive room for 
rent. Everything furnished. Venetian 
blonds.” 


James George says a subway poster 
advertising a rubber heel has a model 
saving: “I’m in love with America’s 
greatest heel.” Underneath, a passer- 
by has penciled: “Sorry, Sister! I 
married him!” 


* 
Also, .it takes two to wrangle. 
a 


Pleonasm note: A picture-caption 
in Life falls into the common error 
of saying “Schuylkill River.” If 
“kill,” as reported, is Dutch for 
“river,” then “Schuylkill River” be- 
comes ‘“‘Schuyl River River.” 


African proverb: If you want 
peace in the house, do what your 
wite wants 


Herb Rinn has a minor problem. 
When they talk about “getting the 
bugs ironed out,” he asks, what kind 
of iron? He further asks, when the 
newscaster reported that a famous 
partnership had gone on the rocks 
because of innumerable  disagree- 
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ments which ended in a dissolution, 
did he mean just that or was it a 


“disillusionment” ? 


Title for an article on Pennsyl- 
vania Dutch barns: ““Hex Marks the 
Spot.” 


G. L. Knapp says, in Sample Case: 
“Usually, when a commercial trav- 
eler reaches 60, his eyes are on their 
last legs.’ Don’t make book on it, 


G. L. 


Deap RECKONING: Charon count- 
ing his passengers. 


Belles Lettres Dep’t: ‘“The eyes 
gaped at the ceiling, neglected win- 
dows in an empty house.”— orton 
Thompson. “ 


Some of us who write don’t know 
whether we're coming or going. We 
say: “I’m coming over to your plant 
some day’? when we mean going. 


In a single issue of Life, I learn 
that Bra-O-Matic is “the most ex- 
citing advance in bras!” The Santa 
Fe’s Super Chief asks you to “enjoy 
these exciting features.” Chrysler in- 
teriors touch off “an exciting color- 
magic.” Further, “San Diego Gold 
color-themes this exciting Plymouth.” 
Aldon Rug’s “deep, lush pile ac- 
cents your most exciting decorating 
schemes.”’ Arrow Shirts says: ‘There 
are many others, just as exciting!” 
And then, there’s “new, exciting 
Johnson's Baby Shampoo.” Chrom- 
spun is “particularly exciting.” Sun- 
dial Shoes talk about “all the throb- 
bing excitement of Carmen at its 
best!’ Argus is “the most exciting 
new 35mm camera at a most excit- 
ing new price.” In fact, “It’s the 
most exciting 35mm camera-value in 
years!’’ Exciting, isn’t it? 


Women are never stronger than 
when they arm themselves with their 
weaknesses, it says here. 


Journey’s End: Obviously tired of 
the packing, the moving, the unpack- 
ing, and so ad infinitum, a Phila- 
delphia family found itself a fine, 
stone ranch-house in a new residential 
section, hung out a shingle naming 
the place “Dun-Movin.” 


To a shoe-salesman_ contestant, 
Groucho Marx ad-libbed: ‘There’s 
no business like shoe business.” 


I like the way Cadillac now has 
two exhaust-pipes encased in the rear 
assembly, instead of a single, prone- 
to-rust pipe with a protruding ‘“‘vac- 
uum cleaner nozzle” on the end. 


When the price soared over 

A dollar a pound, 

These words the 

Stenographer spoke: 

“We'll have to rename 

The coffee-break, 

And call it the coffee-broke.” 
—Standard Time. 


“Would $10,000 help?” asks The 
Pennsylvania Company for Banking 
& Trusts. Well, let’s say it wouldn't 
hurt. 


Nice promotion by Time, entitled: 
“T just lost a friendly vice-president” 

.. a Time-ly comment on the state- 
ment that industry is adding execu- 
tives 46% faster than before the war, 
losing them 29% faster. Moral 
(natch!): ‘‘Talk to executives 
through the pages of the magazine 
they are most likely to read, wherever 
they are!” 

_ 


In case you're ever asked to name 
the missing letter on a telephone-dial, 
your cue is “Q.” 


A recent issue of the Satevepost 
was heavy with air-conditioning ads 

. some by firms this fanatic never 
heard of. 1 look for new record sales 
this year for the entire industry. 


As a boy, I heard much about the 
Open Door in China. It seems to 
have been slammed with a bang. 


SALES MANAGEMENT 


PERFORMS 
MIRACLES 
WITH FOODS 


Good Housekeeping 
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NOW — Six Cutting Cones... 


_ At No Extra Cost! 
Here’s the UNUSUAL GIFT. One you'll not find in stores. 
Saladmaster is nationally advertised in Life, Fortune, Good 
Housekeeping, Coronet, Esquire, House Beautiful, and many 
others. Acclaimed internationally as the GIFT OF LASTING UTILITY. UNCON- 
DITIONALLY GUARANTEED FOR 10 YEARS. Completely Chrome plated, 
stain proof, acid proof and rust proof. Easy enough for a child to use. OVER 200 


SUBSTANTIAL DISCOUNTS ON QUANTITY ORDERS. OTHER USES 


a 


we 
NOT SOLD Mt SS 2 a ae Se Oe A Cee a ee ae oe 
iN STORES Saladmaster Sales, Inc. 


131-SM7 Howell Street 


Dallas, Texas 


Complete with 6 mirror-like cutting cones, 
beautiful full color instruction and recipe ee 
booklet $29.95, plus sales tax, if any. Tate cum sie quently comanaae paces. [ 

Higher outside United States. Postage Te nT ™ 
paid if check sent with order. ome i ae es steed 
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More than any other medium, the news- 
paper fits into the pattern of people's lives. 
Thru it they participate in the affairs of their 
community. In it they get the news and informa- 
tion they want each day for business and 
personal affairs. From it they get their buying 
ideas. 

Because the newspaper is the medium from 
which their customers do their buying, retailers 
concentrate their advertising in newspapers. 
And in Chicago they place more of their 
advertising budgets in the Tribune than in all 
other Chicago newspapers combined. 


Hundreds of thousands more families read the 
Tribune than read any other Chicago news- 
paper. Their buying during the twelve 
months ended December 31, 1953 attracted 
to the Tribune more than $58,000,000.00 in 


advertising. 


Chicago Tribune readers are your basic— 
and best—Chicago prospects. A Tribune rep- 
resentative will be glad to discuss with you a 
program that will help you build a consumer 
franchise among the families who read the 
Tribune that will increase your sales and create 
a stronger market position for your brand. 


